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the enchanting DUCHESS 
styled by Frank Cardone, 


an exciting new pump 


with 15/8 stacked heel 


*301 Foxy, 

and may be had 

in any Hubschman colour. 

Created by Cardone and Baker, Inc. 
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E. Hubschman & Sons 
Division of Gera Corporation 
Philadelphia 23 


Fashion Office: 261 Fifth Avenue, New York 16 
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EVERY WEEK 
IS AMERICAN GIRL 
WEEK|! 


You're in business 52 weeks a year with American Girl...the complete line that sells your 
customer all the pairs she needs, for all occasions. Every woman is a multiple customer! 
basics, sports, casuals, pumps, novelties, walking shoes, nurses shoes... styles for all females, teenage to forever. 


American Girl Shoe, 288 A Street, Boston, Mass. + New York Office: Marbridge Building, 47 West 34th Street 
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Work shoes: the new dressed up versions 


The new work shoes are radically different in design and 
materials from older versions. Many are hard to distinguish 
from dress shoes. In some cases they are beginning to have 
the air and look of country casuals. 
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EBY SHOE CORPORATION 
EPHRATA, PENNA. 


NEW YORK CITY SALES OFFICE 
924 MARBRIDGE BLOG 
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WASHINGTON ALERT ., ccorce ences 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Import quotas 

The Senate is studying a new 
proposal to restrict imports. The 
plan, offered by Senator Edmund S. 
Muskie (Maine Democrat), would 
limit imports from any country to 
that country’s share of the total 
U. S. market during the preceding 
three years. 

Some Senate and House members 
are questioning the effectiveness of 
such a plan. They point out that 
such a quota plan would be en- 
tirely veluntary, and they question 
whether foreign shoe - producing 
countries would agree to any mean- 
ingful restrictions on their ship- 
ments of footwear to the U. S. 

However, both the Kennedy Ad- 
ministration and the Congress are 
opposed to higher tariffs and to 
compulsory quotas, so the Muskie 
plan seems better than nothing. 
The bill is now before the Sen- 
ate Finance Committee, which is 
headed by Senator Harry F. Byrd 
(Virginia Democrat). Mr. Byrd 
has not yet indicated his plans for 
public hearings or other committee 
action on the bill. 


The new wage law 


A new federal wage law is on 
the books. It brings about 2.3 
million retail workers under fed- 
eral wage control for the first 
time. 

All merchants grossing $1 mil- 
lion or more annually must now 
meet wage requirements set by 
Washington, and must keep de- 
tailed records available at all times 
for federal inspectors. 

@ Stores grossing under $250,- 
000 annually are exempt from the 
new law, even though other out- 
lets under the same ownership 
may gross more than $1 million 
annually. 

@ Retail workers not previously 
covered by the federal wage law 
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start receiving at least $1 per 
hour within four months, $1.15 
within 36 months, and $1.25 12 
months later. 

@ Retail workers already cover- 
ed by the law start receiving not 
less than $1.15 per hour within 
four months and $1.25 within 24 
months after that. 

@ In all, the new law calls for 
higher wages for about two mil- 
lion workers already covered by 
the wage law, and for about 
663,000 workers not previously 
covered. 

@ For the first few years, there's 
no maximum workweek for newly- 
covered workers. But a limit of 
44 hours comes into effect in the 
third year, a 42 hour workweek 
in the fourth year, and a 40-hour 
workweek in the fifth year. 

The Kennedy Administration 
expects the new law to have a 
general upward push on all wages. 


Wants rubber import data 


Congressman John Brademas (In- 
diana Democrat) again is demand- 
ing that the U. S. Census Bureau 
keep better track of imported rub- 
ber footwear. As matters stand 
now, there are no accurate records 
on imports of rubber footwear by 
type. Mr. Brademas wants the Cen- 
sus Bureau to keep separate tallies 
on imports on the following: 

@ Rubber-soled shoes with fabric 
uppers, such as tennis shoes, bals, 
and oxfords; rubber- soled shoes 
with fabric uppers (other than ten- 
nis shoes, bals, and oxfords), such 
as specialty shoes (including wo- 
men’s casuals); rubber-soled shoes 
with toya cloth uppers; rubber- 
soled shoes with plastic uppers (in- 
cluding viny! film uppers). 

@ Rubber boots; gaiters and arc- 
tics; rubber shoes; zories, water- 
proof shoes with plastic uppers (in- 
cluding vinyl film uppers). 

“Without detailed statistics show- 


ing the imports of the different 
types of footwear, the domestic in- 
dustry is seriously handicapped in 
proving to the Tariff Commission 
that its products are ‘like or di- 
rectly competitive’ with the import 
complained of,” Mr. Brademas 
notes. 

The Census Bureau does not now 
keep detailed breakdowns on types 
of imported rubber footwear. Con- 
sequently, no domestic manufac- 
turer of rubber footwear is able to 
prove to the satisfaction of the Tar- 
iff Commission that imports are 
harming the domestic industry. 


Shoe prices steady in March 


Retail shoe prices held steady 
during March, the U. S. Bureau of 
Labor Statistics says. Moderate ad- 
vances in retail prices were offset 
by matching decreases, with the re- 
sult that the BLS Consumer Price 
Index for footwear held at 140.9 
(1947-1949 equals 100). 

The lack of change in shoe prices 
during the month was typical of 
prices of many other commodities. 
The overall CPI was unchanged at 
127.5 from February to March. As 
BLS puts it, “the price index con- 
tinued to reflect the overall stability 
which has characterized consumer 
prices since last October.” 

The significant rises in March 
were in housing, reading, and mov- 
ies. Decreases occurred in food and 
cars, especially used cars. 


World footwear production 


A new statistical study of foot- 
wear production around the world 
is in the works. It’s being prepared 
under the direction of J. G. Schnit- 
zer, director of the Leather, Shoes 
and Allied Products Division in the 
U. S. Department of Commerce. 

If the present timetable holds up, 
the study will be published early 
next year. Mr. Schnitzer has been 
preparing studies every two years. 





THREE GREAT NEW 
~ “STEAL THE SHOW” AT FACTORY 





NEW NEOLITE FLEX SOLES 


for women’s shoes... with amazing 
“feather-easy” flexibility... 
finest finishes you've ever seen! 





JETLITE VINYL SOLING 


a sensational achievement in 
quality at a budget price! 








GOODYEAR PRODUCTS 
MANAGEMENT CONFERENCE 





NEOLITE VINYL SOLES 


superlative premium quality— 
for your finest 
brands of top-grade shoes! 
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Shoe People Enthusiastic 
About Originality, Quality and 
Manufacturing Advantages 


The outstanding “hits’’ of the recent National 
Shoe Manufacturers’ Factory Management Con- 
ference at Cincinnati were three new Goodyear 
products. The result of intensive research and de- 
velopment at the Goodyear Laboratories, these 
“‘new frontier” soles won enthusiastic approval by 
shoe people attending the Conference. Since then, 
manufacturers and retailers have shown continu- 
ing interest in their originality, advanced quality 
and processing benefits. The three ‘“‘show stealing”’ 
products are the New NEOLITE Flex Soles, JETLITE 
Vinyl Soling and NEOLITE VINYL Soles. All three 
offer remarkable new opportunities to add greatly 
increased customer appeal to a wide range of shoe 
styles in a variety of price brackets. 
* * * + 

If you have not already received full details of 
these products, call your Goodyear Representative, 
or, if you prefer, write to: Shoe Products Division, 
Goodyear Tire & Rubber Company, Akron, Ohio. 


LOTS OF GOOD THINGS COME FROM ‘ 


MEOLITE, AW CLASTOMER- RESIN BLEND, JETLITE. Tae 
THE GOODYEAR TIRE & RUBBER COMPARY, AKROR, ONIO 














Crawl, 


Stand, 
Step, 


Walk... 


Children Are Faster on Their 


feet with TODLINS 


The critical time for tiny feet is the first years of primary growth. 
At no time is quality footwear more important. It’s no accident that 
Edwards concentrates so much quality and craftsmanship on those 
tiny sizes, and in the school age sizes, too. If parents designed shoes 
for their own children, they’d never be able to equal the years of 
clinical research and craftsmanship . .. nor can parents fit shoes 
like the expert fitters in authorized €dwards dealers. 


Cuddler 


PHILADELPHIA 7, PA. 
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DATES 


Major markets .. . 


Allied Shoe Products Show, Spring-Summer 
1962, New York Trade Show Bidg., New 
...Jdune 17-20 


Shoe Fabric Show, Spring-Summer 1942, No- 
tional Shoe Fabric Assn., Hotel New 
Yorker, New York June 17-20 


Leother Show, Spring-Summer 1962, Tanners’ 
Council of America, Statier Hilton Hotel, 
New York June 18-21 


National Shoe Fair, National Shoe Manu- 
facturers Assn., National Shoe Retailers 
Assn. and Miami Beach Shoe Show, Inc., 
Fontainebleau, Barcelona, Saxony, Sor- 
rento and Montmartre Hotels, Miami 
Beach, Fia. eesnece DODt. 24-27 


Shoe Show of America (formerly Popular 
Price Shoe Show of America), Nationa! 
Assn. of Shoe Chain Stores and New Eng- 
land Shoe and Leather Assn., Hotels New 
Yorker and Sheraton-Atiantic, New York 3 

Nov 





. . « and keep in mind 


Accounting and Office Management Clinic, 
Eastern Session, National Shoe Moanufac- 
turers Assn., Roosevelt Hotel, New York 

May !8-19 


Central States Shoe Trovelers, Heart of 
America Fall Shoe Show, Hote! Muchile 
boch, Kansas City, Mo Moy 21-23 


Pennsylvania Shoe Travelers’ Assn, inc., 
Fall Shoe Show, Hotels Penn-Sheraton and 
Carlton House, Pittsburgh May 21-24 


Baltimore Shoe Show, Baltimore Shoe Club 

and Associated Shoe Travelers of Balti- 

more, Lord Baltimore Hotel, Baltimore 
June 11-14 


Marketing ond Distribution Monogement 
Meeting (formerly Merchandising finic) 
National Shoe Monufacturers Assn., Stot 
ler Hilton Hotel, New York .........June 16-17 


Philadelphia Wholesale Shoe Mart, sum 
mer-foll showing, members’ showrooms 
Philadelphio June 25-27 


New York Wholesale Shoemen's Assn. Fo!! 
Shoe Show, members’ showrooms, New 


Yovk City June 25-28 


Michigon Shoe Travelers Club, Shoe Foir 

Coraven, Statler Hilton Hotel, Detroit 
July 9-11 

Morket Research Institute, Nationa! Shoe 

Monufacturers Astn.. Miami Beach, Fic 
(Hote! to be onnounced) Sept. 21-22 


Canodien Shoe and Leather Fair, Shoe & 
Leather Council of Conada, Sheraton Mt 
Royo! Hotel, Montreal Oct. 1-4 


Dallas Spring Shoe Fair, independent spon 
sorship, Dallas Trade Mort, Dallus Oct. 1-4 


Ohio Shoe Travelers Club, Spring Shoe 
Fair, Deshler Hilton Hotel, Columbus. O 
Oct 


West Coast Shoe Travelers’ Associctes, 

Spring Shoe Show, Alexandria, Biltmore 

and Sheraton West Hotels, Los Angeles 
Oct. 8-11 


Chicego Shoe Show, National Shoe Monu- 
focturers Assn. and National Shoe Re- | 
tailers Assn. Palmer House ond Conrad 
Hilton Hotels, Chicago Oct. 22-25 

Pacific Northwest Shoe Travelers, Seattle 
Spr oy, ee Fair, Olympic, Stewart ond 
New Washington Hotels, Seattle Oct. 28-31 

Southwestern Shoe Travelers Assn., Inc 
Spring Shoe Fair, Adolphus, Baker an 
Statler Hilton Hotels, Dallas ..Oct. 28-Nov. |! 

Pennsylvania Shoe Travelers’ Assn., Inc., 
Spring Shoe Show, Hotels Penn Sheraton 
and Carlton House, Pittsburgh..Oct. 29-Nov. I 

Indiana Shoe Yravelers’ Assn., Inc., Spring 
Shoe Fair, Claypool Hotel, Indianapolis 
Ind $060edbse0n0 Nov. 5-7 

Boston Shoe Travelers’ Assn., Spring Shoe 
Show, Parker House, Boston Nov. 5-8 


Foreign... 


Semaine internationcle du Cuir (Interna- 
tional Leather Week), Parc des Exposi- 
tions, Porte de Versailles, Paris, France 

Sept. 8-13 

Halian Shoe Week, Vigevono, Italy...Sept. i7-25 
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The GLENMORE 


3562 Genuine 
Horween'’s W 
Cordovan with 
Full Leather 
Linings. 
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Keith SPhighlandews 


THE PROUDEST NAME IN SHOES 


Simply the world’s greatest Cordovan shoes . . . 
at least that’s what people who wear them 


think. Maybe you should try them! 


Write for details of the 


WALK-OVER and KEITH HIGHLANDER 


Franchise Plan. 


GEO. E. KEITH COMPANY 


Brockton 63. Mass. 





























BLACK 
GLAZED 
KING KID 


leads the list! 





WILLIAM AMER COMPANY 


PHILADELPHIA 23, PENNSYLVANIA 
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EDITORIAL 


by JOHN REILLY 


Needed: a definition of chains 


One of the biggest question marks in the shoe in- 
dustry’s statistical picture is the comparative rate of 
growth of independents and chains. It is generally 
agreed that chains have chalked up enormous gains 
in the past 12 years. But considerable confusion ex- 
ists as to actual percentages and areas of their 
growth. 

Several of the industry's best informed writers and 
economists have compared chain and independent 
growth using Department of Commerce, Bureau of 
Census figures from the Bureau’s 1948, 54, and ’58 
Census of Business. In their comparisons these writ- 
ers have assumed that a chain is an organization 
composed of 11 or more units. An independent is a 
group of ten or fewer units. 

This assumption probably stems from the fact that 
the Census makes a distinction between Group I 
stores, those with one to ten units and Group II stores, 
those with eleven or more units. 


Term “chains” not used 


As a matter of fact, however, the Census Bureau 
does not use the term “chains,” nor does it try to tell 
those who do, how many units comprise a chain. The 
Census Bureau has statistics for multi-units and pro- 
vides breakdowns for various “number of units” 
classes. But it is emphatic that it leaves the users of 
its figures free to focus attention on whatever size 
classes they find of interest. The Census Bureau’s con- 
cept of a multi-unit and its implementation of that 
concept assigns to a parent company all its subsidi- 
ary companies regardless of their size and whether or 
not they are separately incorporated. 

Further confusion was added to the discussion of 
chain versus independent store growth last December 
when a Staff report was transmitted to the House 
Select Committee on Small Business. This report 
credited chains with doing 58.5 per cent of all shoe 
business in 1958, 83 per cent of men’s shoe store busi- 
ness and 72 per cent of women’s shoe store business. 

To obtain these percentages, the Small Business 
Committee Staff simply separated the “Single Store 
Firms” from the “All Stores” category. 

This practice it seems to us is rank over-simplifica- 
tion of the problem. Few practical shoemen could 
agree with the concept that all firms with more than 
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one store are chains. And yet the fact remains that 
we have no definition of a “chain” or an “independent.” 

Most of the industry discussions of the compara- 
tive growth of chains and independents have used the 
one to ten, and eleven or more definitions. While 
these discussions have caused considerable contro- 
versy within the trade the public at large has heard 
little about it. 

The Small Business Committee report, however, 
received widespread publicity in the consumer press 
and must have given the public the impression that 
shoe business had really succumbed to chain store 
domination. 


Clarification is needed 

In fairness to both chains and independents, we 
think, a clarification of the statistical record is in 
order. Such a clarification must start with a sound 
definition of the terms “chains” and “independents.” 

It does not seem likely that the bureau of Census 
will go on record by making such a definition. Yet its 
separation of Group I from Group II stores indicates 
a recognition that there is a need for a size distinc- 
tion of some sort. 

The industry itself should be able to come to an 
agreement on what is an independent and what is a 
chain. This would put a stop to many of the loose 
statements that are being made. The following is 
typical. “Single units gained 4.4 per cent between ’48 
and ’58. Probably no more than one per cent of this 
was due to the addition of new units.” Such a state- 
ment by one of our experts indicates clearly that 
there is a real need for a definition of terms. 

We believe that the economists and statistical peo- 
ple of the industry’s four major associations, after 
deliberation and consultation, should set up a defini- 
tion for “chains” and for “independents.” Possibly 
the Group I and Group II store formula should be the 
basis for these definitions. Future comparisons should 
be made using industry accepted definitions and clearly 
stating that they have been made by the industry in the 
absence of any Census Bureau definition. 

Such a procedure would, we think, eliminate consid- 
erable confusion and set a standard for more accurate 
and more readily understandable interpretation of Cen- 
sus Bureau data. 





meet 


the 
repeaters 


When you launch a new product, half the battle is getting people 
to try it. But the other half—the most important half—is keeping 
your customers! 

In its first year, Johnson's Shoe Polish equalled all other shoe 
polishes combined, in dollar volume in stores where it was sold! 
And research shows that 85% of the people who bought it once 
have either repurchased already or intend to repurchase soon! 

Johnson's Shoe Polish is now in full national distribution, with— 
Biggest advertising campaign in shoe polish history—Double 
profit for retailers—Free display rack! Fourteen colors in- 
cluding white and neutral. JOHNSON’'S 7 WAX 


For the whole story, see your Johnson’s Wax representative or your wholesaler salesman. 
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LIA puts extra profit into your shoes this Fathers’ Day 


“Give him shoes for Fathers’ Day’’ is the promotion de- 
signed to give you extra gift sales this season. Pre-tested 
for three years by Leather Industries of America, this 
promotion has been reported by thousands of men’s 
shoe retailers to bring in more women customers (as 
well as men)...to open a receptive, new market...to help 
sell extra pairs. And LIA backs you with national adver- 
tising, powerful publicity in your local newspapers, on 


television, radio...and with Free point-of-sale merchan- 
dising coordinated to pre-sell your leather shoes for 
Fathers’ Day. Tie-in with this give-a—shoe-as-a-gift 
promotion now! The dramatic, full-color advertisement 
reproduced here will pre-sell millions of customers in 
the June issue of Holiday Magazine, June 3rd Maclean’s 
Magazine, June French Chatelaine. Write now to: 
LEATHER INDUSTRIES OF AMERICA, 411 Fifth Ave., N.Y. 





LETTERS 


Objects to Report from Italy 

Since there has been so much 
controversy and so many articles 
written about imports that are bas- 
ically hurting our industry in this 
country, and to which the Boor 
AND SHOE RECORDER has given sup- 
port, I find it rather odd that in 
the March 15th RECORDER you have 
a complete article, headlined “Re- 
port from Italy,” which would have 
a tendency to influence buyers in 
this country to look into Italian 
imports with some interest. 

It would appear to me that the 
less said or written about foreign 
styling and foreign shoes, would 
certainly have less of an impact on 
retailers in this country to further 
their interest in imports. 

KARL J. ROHRBACH 
EPHRATA SHOE CO., INC. 
EPHRATA, PA. 





(The RECORDER’S position on im- 
ports is well known. We have pub- 
lished many editorials on the sub- 
ject and intend to continue them as 


the pressure against imports 
mounts. 

However, as long as European 
capitals influence fashion, we think 
we owe it to our readers to furnish 
periodic reports.) 


Don't miss reading it 

Before this letter was written, 
we had already put into our house 
organ an item concerning the Boot 
AND SHOE RECORDER as follows: 

“The last two issues of the Boor 
AND SHOE RECORDER have been 4 
source of great satisfaction to those 
of us who have known this fine 
trade journal for many years. It 
has always been a publication which 
one could trust . . . bringing to 
readers facts without sensation. Its 
articles were written by people who 
were highly regarded in the indus- 
try and the editorial writers truly 
knew the industry. 

“The new organization of the 
magazine and the assignment of 
editorial writers are most gratify- 
ing to us as we feel the last two 
issues are “full of meat.” The front 
cover bearing representative titles 
and thought-provoking art work 


rather than beautiful ads, lends 
dignity—we like the pictures of the 
staff, too! 

“DON’T MISS READING IT!! 
Know what is going on in the in- 
dustry! The Boot AND SHOE RE- 
CORDER’S pages keep us well in- 
formed and are stimulating!” 

Truly it was time for a change 
and you did it beautifully. I found 
that I picked up the second copy 
with much more interest. 

MRS. MARY BROUWER HICKMAN 
BROUWER’S 
MILWAUKEE, WISC. 


Won't wear needles 

Isn’t it about time for the needle- 
pointed toe in women’s shoes to 
fade away and, if not die, at least 
become less all-pervasive? 

While I have no objections to any 
style the majority of American 
women want to wear, I do object 
to being unable to purchase more 
modified styles for my own use in 
the office, on the street, and for 
walking. Even the short-lived oval 
point style proved uncomfortable 
for me. 

I do not understand the needle- 





New Higher Hi-Top 


Tingley’s NEW Hi-Top Closure Boot for little tots is 
available in 4 sizes to fit all little shoes 5 through 13. 
These boots —a full 8 inches high — fit snugly over 


snow pants to give full protection in snow and rain. 


in red, yellow, 
brown and black. 


And they're ALL RUBBER—no plastic or other substitute 
material. Mothers love these new boots because even 
the smallest child can put them on and take them off 


without help. Tingleys s-t-r-e-t-c-h — grow with growing 
feet — are easily washed inside and out — dry quickly. 


ADVERTISED IN | 


TINGLEY FOOTWEAR 
is continuously advertised in national 


magazines. You make more money 
with Tingleys because you fit more 
shoes better with % the inventory. 
There’s a Tingley Distributor near you. 


are iis 


FARM JOURNAL e FIELD & STREAM 
AND MANY FARM MAGAZINES 
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point emphasis in women’s shoes. 
My circle of friends includes pro- 
fessional women, working gals, 
housewives—most of them under 
forty. I have heard no one express 
any enthusiasm over the style. 
While few feel as strongly as I do, 
practically every woman I know 
has said something to the effect: “I 
don’t care for them but I can’t buy 
anything else.” 

Personally, I will not buy or wear 
a needle-point style in shoes. For 
what I used to pay for a pair of 
non-casual shoes, I can have a pair 
of sandals hand-crafted to my feet. 
If my outmoded round-toed (I 
guess that’s what you professionals 
call them) shoes wear out, that’s 
what I may have to do—I’ll feel a 
little silly but at least my feet won't 
be killing me. 

(NAME WITHHELD ON REQUEST) 

OAKLAND, CALIF, 


Prefers “Dates to Remember” 
I think the new Boor AND SHOE 
RECORDER is quite an improvement 
over the old format. 
There is one change you made 
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which I do not think is an improve- 
ment and that is on the page where 
you show the dates of the shows. 
Formerly this column was identified 
as “Dates To Remember,” which I 
thought was much better than just 
the word “Dates.” 

CHARLES N. AREND 

THE JUVENILE SHOE CORP. 

OF AMERICA 
AURORA, MO. 


The ‘“‘London line” 
We appreciate, and naturally con- 
cur with, your estimation “make no 
mistake . . . the ‘London Line’ is 
on the way. Both tailored clothing 
and sportswear for spring show a 
fashion affinity for the look and 
color we associate with the British 
Isles. Parties of the first, second 
and third part are setting their own 
timetables to promote it.” 
STEWART VALDAR, ASSOC. DIR. 
THE LESLIE FREWIN ORGANI- 
ZATION, LTD. 

LONDON, ENGLAND 


Concise diagnosis 
Your article “The Booby Trap of 
Low Prices” in the April Ist issue 


LETTERS 


of BooT AND SHOE RECORDER, is the 
most concise diagnosis of the shoe 
industry’s ailments that I have ever 
read. 

If I am not presuming, I would 
like to ask for a half dozen reprints 
of the aforementioned article as I 
would like to send them out to a 
few people in the industry who 
surely need precisely this sort of 
effective and most constructive 
guidance. 





H. C. LEVY 
H. 0. TOOR SHOE CORP. 
NEW YORK, N. Y. 


Beats them all 
Just wanted you to know that I 
have just read the most interesting 
issue of the BooT AND SHOE RE- 
CORDER. I have been reading the 
RECORDER for more than 15 years, 
and this one beats them all. Keep 
up the good work. 
BERNARD GARDNER 
THE HECHT CO. 
BALTIMORE, MD. 
(MORE LETTERS ON PAGE 39) 
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Important points to remember about insole cushioning 


An insole cushion should be 
FLEXIBLE ... Flexelon is! 


This pencil wrapped with Armstrong Flexelon 
demonstrates flexibility—one of the most im- 
portant requirements of an insole cushion in 
today’s lighter, more comfortable shoes. Try 
the pencil test with Flexelon. It won't wrinkle 
or crack. Release it and Flexelon springs back 
into shape. Then try it with the insole cushion- 
ing you are now using. 

For today’s shoes, an insole must be com- 
fortable, too. Not just ‘‘soft comfortable” but 
‘strong comfortable” . . . comfortable to walk 
on. Flexelon gives this kind of comfort with a 
unique blend of soft foamed rubber and strong 


cellulose fibers that truly supports the foot as 
it cushions—keeps it from hitting bottom. 

Like today’s shoes, an insole cushion must 
be light. Flexelon is . . . half the weight of cork- 
and-rubber materials. 

An insole cushion must be porous, too. 
Flexelon is. Thousands of tiny pores air con- 
dition the foot . . . help keep it cool and dry. 

For today’s shoes, an insole cushion must 
be all these things . . . Flexelon is .. . and we'd 
like a chance to prove it to you. Write us, Arm- 
strong Cork Company, 7805 Delaware Ave., 
Lancaster, Pa., for a FREE sample. 


(Armstrong FLEXELON 


... the newest idea in insole cushioning 
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HIGH CIRCLES OF 
MODERN TECHNICS 
FOR LEATHER 
AND SHOE INDUSTRY 


INTERNATIONAL 
LEATHER 


8 th-13 th Septem 


Porte de Vefsuailies 


CONSEIL 
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A STETSONITE IS AN EXECUTIVE 


He'll buy Stetson shoes because: Stetson’s established excellence appeals to his high 
*“Quality I. Q.’’ . . . Stetson hand selects the finest calfskin available. . . 
much of it imported . . . Stetson knows the importance of close attention to detail 

. such as fine stitching (up to 22 to the inch) . . . Stetson features the 

newest colors. . . burnt umber, 
charred chestnut, deep olive tones... 
to match every shading of his 
up-to-the-minute apparel. 


#7307 = Black soft grain calfskin #3304 Brown soft 
«++ and brown calfskin, (3307 grain calfskin 


THE STETSON SHOE COMPANY, INC., SOUTH WEYMOUTH 90, MASS. 
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GET READY FOR IT NOW 


43 we 
oF 


FOOT 
Annual ; 
Hume 17 THRU Geom 24 


Full Page Ad, 


THE SATURDAY EVENING POST ees 
. . » Reaches over 30,000,000 readers. : 


CLbo RADIO 


On 2 top-rated CBS network programs — ART 

LINKLETTER’S HOUSE PARTY and BING 

CROSBY-ROSEMARY CLOONEY SHOW — 
Coast to Coast three times a week. 


Plus 


the impact of 65 magazines, 632 newspapers and Sunday 
Magazine sections from Coast to Coast to give you the 
biggest, most profitable Dr. Scholl’s Foot Comfort Week 
ever! Check your stock of Dr. Scholl’s and order NOW! 


MAIL COUPON NOW 


FREE Pre-Tested Window Display THE SCHOLL MFG. CO., INC., Chicago 10, ill, 
N. Y. 11,.N. Y. * Los Angeles 58, Calif. 


It’s just what you need to make your 
Please send us your new Dr. Scholl Foot Comfort Week Window Display. 


Dr. Scholl’s Foot Comfort® Week 
a record-breaker. It’s in full color. 
Measures only 33” high, 22%” wide, 4” 
deep. Yours FREE. Mail coupon today! 
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Alibis . . . by the year 


—Are you having difficulty in coming up with excuses 
for not following through on customer contacts? Here 
is a year ‘round “alibi almanac,” compliments of the 
Garden City Envelope Company of Chicago: 


JANUARY—No one has any money left after 
Christmas shopping. 
FEBRUARY—Bad weather has everyone in a buy- 
ing slump. 
MARCH—Everyone is worrying about income taxes 
due next month. 
APRIL—Nobody has any money left after taxes. 
MAY—Daylight Saving has all the schedules mixed 
up. Everyone has spring fever. 
JUNE—Weather is too good. Everyone is out driv- 
ing or saving for their vacation. 
JULY—Dog days. Everyone is at the beach. 
AUGUST—Everyone is either on vacation or it’s 
too hot to think about buying. 
SEPTEMBER—People are too busy getting the 
kids ready for school. They’re hanging onto 
their money for school expenses. 
OCTOBER—Everybody is pre-occupied with the 
World Series. No time for business. Weather 
is lousy. Everyone is in bad mood. 
NOVEMBER—Football, politics, elections have 
everyone worried. 
DECEMBER—Christmas expenses are big problem. 
So... they aren’t buying anything. 
—The first five months are “out the window” but you 
can pick up with June. A caution, however. Remember, 
some of your competitors may not be using these ex- 
cuses. They’re probably out right now, doing a job. 


E.1B. Vath, fh 
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The “Stage is Set” for Early Fall: 


© a wider variety of styles for fellas of 
all ages— 


® national ads in 
Sports Illustrated 
and Sports 


Magazines— ae 
© new interior and window displays— 


© appealing direct mail sales aids— 


Make your store the “box 
office” attraction 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 











_—— 








This is the tag 
to insist on 
for complete 
customer 
satisfaction. 


all vel vets 
are not 


Nyto VEL 


The shoe velvet that bettered everyone’s business is 
the 190% nylon velvet originated by MARTIN and trade- 
marked NyloVel. This is the miracle material that has 
thoroughly proved itself. 


Children, teen-agers, career girls and mothers know 
NyloVel. They are accustomed to find the NyloVel clean- 
ing tag in each pair of nylon velvet shoes. It is their 
assurance of MARTIN velvet quality; and a continuance 
of previous satisfaction. 


For your own and your customers’ protection, stay away 
from substitutes. Make sure you get NyloVel... the orig- 


inal and proven, 100% nylon velvet! 














48 West 38th Street, New York 18, N.Y. 
MILLS: U.S.A., France, England, Italy, Canada, Mexico, Brazil and Argentina. 


SALES AGENTS: SHAIN & CO. Boston MANSKE & CO. St. Louis 
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INSIDE SHOE BUSINESS 


by BILL ROSSI 


One billion shoe customers 


It’s truly amazing when you think of it. Each year, 
over one billion people walk into shoe stores or shoe 
departments. 

It’s figured this way. You take a population of 183 
million. Average is 314% pairs, of shoe purchases, per 
person a year. That's almost 650 million personal shoe 
store “visits” a year. But millions of these people 
make their shoe purchases in company with millions 
of other people—with husband or wife, with relatives 
or friends, with children or parents. Also, many addi- 
tional millions of these purchases are made after the 
individual has gone to several stores until finding what 
he wanted. 

You add it all up and you find that well over one 
billion people a year are “exposed” directly to shoes, 
shoe stores and shoe people. 


A captive audience 

And during this exposure they’re a shoe-captive 
audience. At no other time are they more shoe-con- 
scious. At no other time are they more receptive to 
shoe talk—to the message and story of shoes. 

And now, what is perhaps the most amazing part 
of it all: These one billion shoe-minded customers are 
the most shoe-neglected people in the world. Shoe 
business does virtually nothing with this captive, shoe- 
interested audience. In almost every instance, little 
or nothing is done by our shoe people in our shoe stores 
and departments to leave some kind of brief but im- 
pressive “message” with these customers—to tell a 
bit of the “shoe story.” 

Here is a fantastic opportunity to do a real public 
relations job, a public education job with these shoe- 
interested people. And yet at these moments when 
public interest in shoes is ripest, we fail to pluck the 
fruit. Instead, we let it drop to the ground to waste 
and decay. This may be considered shoe business’ 
most mortal sin. 

Here is an industry that spends a total of around 
$100 million a year in advertising its wares to the 
public—and additional millions in special promotions, 
merchandising and other efforts designed to marry 
people to shoes. 

And yet the greatest advertising, promotion and 
merchandising opportunity of all—an opportunity not 
costing a penny of expenditure—is neglected and 
ignored as though it didn’t exist at all. 

Yes, some stores and shoemen do a good public rela- 
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tions job with this opportunity. But this group is so 
tiny that their efforts— except for the advantage 
gained for their own stores—are inconsequential. 

Now, here is an industry constantly pleading for the 
need for a greater public relations and shoe-education 
effort. “The public ought to know more about shoes 
and shoe business.” This has become almost a 24-hour 
chant in shoe business. And yet when this opportunity 
rises to sing the shoe song to a mass receptive audience, 
shoemen suddenly lose their voices. 

Is it a case that we’re an industry of more talk than 
action? An industry lacking the conviction of what we 
profess to believe? An industry that doesn’t recognize 
a wide-open opportunity when it stands before us? 

Well, what can we do to take full advantage of this 
unlimited opportunity? First and above all, a plan. 
Thousands of shoe retailers and their salespeople 
would be delighted to tell the “shoe story” to their 
customers. After all, it’s to their personal advantage 
—for the more shoe-conscious a customer becomes, the 
better the customer. 


Short and dramatic 

The “shoe story” doesn’t consist of a 20-minute or 
even a five-minute lecture—nor a lecture at all. But 
it does consist of getting across some brief, interesting 
and dramatic “message” to the customer. As every 
shoeman knows, there are actually scores, even hun- 
dreds, of things about shoes and shoe business which 
he feels the customer should know, wants to know. 

If a whole grouping of such “messages” were pre- 
pared by, for instance, the National Shoe Institute, 
and made available to retailers and their salespeople, 
this could comprise a tangible launching point for a 
mass public-education program. Each retailer or sales- 
person could select his own messages, tell the shoe 
story in his own way. All it needs is about one minute 
of effort during each sale, or each store visit. It’s 
verbal, it’s simple, and it doesn’t cost a penny. 

Imagine the impact of one billion simple “shoe story 
messages” delivered a year. Suppose the industry 
bought one billion one-minute radio spot commercials 
a year. All would agree that this would make a titanic 
impression on the public mind. Well, we achieve this 
with even greater impact by the suggested plan be- 
cause it’s a person-to-person contact, and because it’s 
done at a moment when the customer is captive and 
shoe-minded. 





Dainty or Rugged...They need the strength of 


® 
F LI Ri 6B From one extreme to the other — in Goodyear Welt misses’ 


fashion footwear to cowboy boots — PLIRIB insole rib material provides the key to 
better shoes. Why? Because PLIRIB makes it easy to get in close for improved inseaming 
and tighter edges, provides better lasting conditions, eliminates the need for all-over 
reinforcing! It’s one more way smart shoe manufacturers are building extra sales appeal 
and quality into medium and high-priced shoes . . . and doing it at a profit! 

PLIRIB insole material does more than improve the appearance of your shoes. It 
makes your profit figures look better, too. Combined with the USMC Sole Cement 
Applying Machine and the Goodyear Insole Rib Attaching Machine, Model B, PLIRIB 
material gives you a complete insole system that results in faster, more economical pro- 
duction of quality footwear. 

PLIRIB insole rib material is produced in both single and double strength types by 
B. B. Chemical Co. and is distributed by United Shoe Machinery Corporation. Your 
UNITED representative will welcome the oppor- 
tunity to demonstrate — on your own insole 
blanks — how you’ll benefit with PLIRIB material. UWnited. 
United Shoe Machinery Corporation, 140 Federal ® 
Street, Boston, Massachusetts. P LI Ri B 


UNITED SHOE MACHINERY CORPORATION « BOSTON, MASSACHUSETTS 





to construct soft, supple shoes 
that completely retain their 
softness, and permanently ;e- 
main in original lasted shape. 
SCOTT Hociicn FOAM 


Here’s the astonishing new polyester breathable foam that allows perspiration 
to evaporate, developed by Scott Paper Company, destined to generate new 
major advances in shoe-making and shoe selling. 


Just look at these 
Scott Footwear Foam features: 


@ Scott Footwear Foam is laminated between 
the upper and lining to form one insepara- 
ble unit that goes with every twist and turn 
of the foot, permanently keeping shoes in 
original lasted shape. 


80 breathing pores per square inch allow 
perspiration to evaporate. 


resistant to oil, acid, and perspiration. 


crease and wrinkle-resistant, ex- 
tremely durable and lightweight. 


insulating properties keep shoes 
warm in winter, cool in summer. 


adaptable to every leather, canvas 
or synthetic material, to footwear of 
any kind. 


MR. RETAILER: To solve many of your 

shoe-selling problems, buy and sell the This is an extremely soft, deli- 
cate leather shoe. Notice how 

brands that feature Scott Footwear the shoe falls in — doesn’t hold 


Foam. its: shape. 


MR. MANUFACTURER: To solve many of 
your shoe-selling problems, contact us im- 
mediately to see how Scott Footwear Foam shoe—with Scott Footwear Foam 


can improve your shoes. laminated between the upper and 
P ” lining. Notice how this shoe 
stands up, completely retains its 

original lasted beauty. 


This is the mate to the above 


worldwide distributor: 


HILLIPS-PREMIER CORPORATION 


NATIONAL DISTRIBUTORS FOR PROMINENT MANUFACTURERS e 186 SOUTH STREET, BOSTON 11, MASSACHUSETTS e 
SUBSIDIARY OF ALLIED KID COMPANY Scott Footwear Foam is a trademark of the Scott Paper Company. Patent Pending. 
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Rugged construction in a time-tested pattern design for 
field and hunting. 


Power-packed custom Hawkeye, featuring revolutionary 
“Forward Thrust” sole. 


Sturdy, long-wearing sport boot with mocassin toe 
styling. 





ACME BOOT COMPANY, Inc. 
Clarksville, Tennessee 


WORLD'S 


Light-weight, rugged construction, featuring Good) 


horsehide, scuff-resistant, water-resistant, barn- 





Mens Style 
1018 


COST TO YOU 
$8.90 


“Steel-clad” safety toe construction. Complies with 
American safety standards. 


Mens Style 1074 cost to You $8.90 


““tron-tough” describes this rugged lace-to-toe boot, fea- 
turing ““Squeege-Grip”’ soles and heels. 


LARGEST 


yard-acid resistant. Dries out soft, retains onginal shape. 


Brawn plus in this unlined full 10-inch field boot 


9298 


COST TO You 
$5.95 


Soft and flexible, yet durable and long wearing swiss style 
Sport boot 





boots belong 
in today's living 


BOOTMAKERS 
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VICE 
RADE 


“The average supermarket, we are 
told, stocks 5227 different items, 
4195 of which are in the grocery 
department,” says STANLEY 
GOODMAN, vice-president of 
Mannequin Shoes. “The average 
‘big ticket’ grocery customer spends 
about 27 minutes shopping the 
store. Allowing for checkout time 
and perishable shopping, it’s safe to 
assume that about half this time 
is spent in actively shopping the 
grocery department. This means 
that the customer passes 310 items 
a minute as she goes up and down 
the grocery aisles. One-fifth of a 
second is all a product can expect. 
“Shoe retailers are luckier. They 
get a lot more of the consumer's 
time. The question then is: How 
well do we handle the consumer's 
time? Do we sell intelligently? 
Does the retailer display his shoes 
advantageously, so as to get the 
customer’s maximum response? 
Just think what a problem we 
would have in the shoe business if 
we had to depend on telling our 
story in one-fifth of a second.” 


~ » ~ 


Customers want classic elegance 


“Our regular customers want no 
part of fads,” says GUSTAVE 
DEBUSSCHERE, designer of Bel- 
gian footwear, who was in the 
United States recently. He told how 
his family has been making shoes 
for three hundred years .. . prac- 
tically on the same last. “Pointed 
toes? Square toes? High spike 
heels? Poof! Passing things! The 
squares, in fact, have reached peak 
popularity already in Italy,” he 
said. He told how his family has 
totally ignored the machine age. 
Today, creating every shoemaking 
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step by hand, they make $50 to $145 
shoes for customers who “want 
classic elegance, fit and endurance. 
Some of our country shoes were de- 
signed twenty years ago, and are 
still favorites,” he added. 


* * * 


Oriental note 


From Japan, MRS. ANNI SCHO- 
EPS, former executive of Houston, 
Texas, shoe firm writes: “The 
things the women wear here are 
called ZORI. They are always one 
size too small, hence the heels 
stick out in the back. The split 
socks are called TABI and they 
are always white. The Japanese 
women walk, toes in, heels out. 


They place one foot in front of 
the other, which, I believe, has 
something to do with the extreme 
tightness of the kimonos.” 

* * > 


More high fashion advertising 

“Except in a few rare cases, manu- 
facturers of high fashion shoes 
don’t do enough to project their 
product. There should be more high 
fashion shoe advertising,” says 
FRED HERRMANN, executive 
vice-president of Carlisle Shoe Com- 
pany. “We believe in it,” he con- 
tinues, “and feel it is what you have 
to do to stay in business.” Carlisle 
Shoe Co. did something about it! 
They launched an unusual series of 
ads, conceived by the Irving Serwer 
Advertising Co. and executed by 
Tomi Ungerer, the up and coming 


artist. 
x * * 


“Downtown stores have many ad- 
vantages over suburban shopping 
centers,” says JOHN R. FEROCE, 


manager of the Thom McAn Shoe 
Store in downtown Providence, 
R. I. “These include style and pres- 
tige identity, concentration of shop- 
ping facilities, large movie houses 
and convention hotels. 


~— 


go 
i] 


ava 


“Specifically, in our case, a major 
source of business is our younger 
population. High school students 
are excellent downtown potential. 
Also, there are in our city six very 
large colleges, representing an en- 
rollment of thousands of young 
men and women from all parts of 
the world. They buy more than 
most other groups. A man with a 
family buys an average of one and 
a half pairs of shoes a year while 
his college son buys two to three 
pairs and his high school son buys 
three to four pairs.” 


* * cl 


“We are prepared for any color 
contingency ... any change of 
heart that our customers may sur- 
prise us with,” says GEORGE 
MARIETTE of the Enna Jettick 
Boot Shop in Philadelphia. “We 
have reds, lighter tones of brown 
and other colors to brighten the 
shoe outlook of the conservative 
shoe customers. 

“Color preferences seem to be more 
flexible and we are prepared to 
meet any shift to color. We also 
like to show colors in our windows. 
It gives a lift to the shopper who 
wants comfortable, styleful shoes. 
Frequently, it is possible that the 
same woman who didn’t think that 
she could deviate from her basic 
blacks, will consider a pair of red 
or honey beige shoes as not being 
too far off the conservative line she 
walks.” 





er’s 
tsteps | 


Leather-covered elastic-gore toplines are BIG sellers in men’s 
shoes today. They appeal to young and old. They make all 
shoes fit better. 

Thomas Taylor has designed and produced a SPECIAL 
SHUGOR to be used in covered toplines. Ask for samples 
and complete information. 


THOMAS TAYLOR & SONS Hudson, Massachusetts 
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“We will continually strive for the perfect shoe” 


That quality pays all ways, 
always, is the keystone upon 
which Barney Fox built the Fox 
Shoe Manufacturing Co., twenty- 
seven years ago. It has been the 
guiding principle for his sons, 
Howard and Roy, as well as for 
all the others who work in the 
company. Barney Fox is prob- 

4) a ably one of the oldest members 
HOWARD FOX of the craft of skilled shoe man- 
ufacturers. He has been a part of the shoe industry 
for fifty-two years. Has had a heel and ornament 
business. Made hand turns. But time has a way of 
catching up, eventually. For the past several years 
he slowed down gradually and, three years ago, he 
semi retired. But that doesn’t deter him from making 
surprise visits to the factory just to keep the boys 
on their toes. 

This is a composite, everyone fulfilling his specific 
job and the shoes filling their niche . . . performance 
at the highest quality level. Since the company moved 
to its present location, at 826 Broadway, production 
has been doubled to 450 pairs a day. Howard Fox, 
president, is in charge of styling, sales and adminis- 
tration. His brother, Roy, heads up the production 
end of the business and Fred Pfaeffle, a leading de- 
signer and pattern maker, is superintendent. Fred 
has been with the company since the beginning, 27 
years ago. This tenure applies to a majority of the 
ninety employees. About 85 per cent of them have 
been with the firm over twenty years. As Howard says: 
“We have very few young people. This is not good be- 
cause, when we lose one of our good craftsmen, it 
takes two to replace him.” It’s an unbeatable combina- 
tion: principals, skilled craftsmen, quality product. 


Shoes got to him 


No one could possibly guess that, originally, Howard 
did not intend to go into the shoe business. When he 
graduated from New York University, in 1940, he 
had a diversity of jobs ... at Abraham & Straus, 
the National Silver Company and others. But in 1945, 
shoes got to him and he got to shoes. He devotes him- 
self wholeheartedly to the business. 

“I feel,” says Howard, “that there is always a place 
for the medium size factory that is identified with a 
personality and backed up with a quality product. 
In a small business, particularly, the principal must 
be in there, identifying himself with the product, not 
only to the trade but to the consumer. Our accounts 
tell us that, psychologically, the consumer wants to 
identify her purchase with the person who makes her 
shoes. That’s why our shoes now carry the Howard 
Fox label. 
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“Every factory should be a specialist, for we all do 
one thing best. In our case, we have always stayed 
within one area, the classic tailored shoe. Twenty- 
seven years ago, this was interpreted in the matronly, 
‘old lady’ walking shoe. Had we stuck to that area, 
we would have been ‘dead,’ for there hasn’t been any- 
thing like an ‘old lady’ for years. However, change is 
the essence, and we have taken it in stride. We don’t 
try to be all things to all women. Instead, we cover 
only one facet of the fashion shoe business . . . the 
salon walking shoe. Even back in 1945, during the 
era of the open shoe and sandal, we stuck to our types, 
the closed fashionable walking shoes. Although we 
make no open types as such, we don’t close our eyes 
to it entirely. If the open influence continues, we will 
use the open expression in tailored types of shoes with 
perforations, cutouts to open the shoe in a modified 
way. 

“Out of all the present confusion about lasts and 
silhouette has come the right shoe for the occasion. 
There is no one shoe. As for square toes, we have 
them ... in crescents and squares within the realm and 
expression of the category we represent.” 


The most neglected female in the business 

“I feel the woman we cater to has been the most 
neglected female in the shoe business. She is pri- 
marily the woman who can afford to buy high priced 
shoes. She has been educated to quality. She wants 
lightness, flexibility, fashion and substance, without 
sacrificing good looks. Until recently very little has 
been available to her in the medium and low heel that 
would give her complete satisfaction. This season 
she will have a greater variety to choose from than 
ever before. Sixty per cent of our shoes are on 18/8, 
30 per cent on 14/8 and 10 per cent on 21/8, and they 
are carried at Saks Fifth Avenue, Lord & Taylor, 
I. Magnin and other leading shoe salons. In fact, 
every well-rounded operation has some of our type 
shoes. 

“Because our pattern changes are not as drastic 
as high fashion lines, we can put it all into the shoe. 
We believe in genteel, understated detailing, such as 
hand stitching, lacing, perforations, raised seams. 
Exciting things in soles . . . extension soles, sueded, 
fine ribbed, flexible soles . . . the Cooperized process 
in unlined shoes, where we fuse the lining to the 
upper.” 

Fox Shoe has been a member of the Designer Shoe 
Guild since the start of that organization. Howard’s 
claim to fame is . . . he was president of the Younger 
Shoe Men’s Association of New York. 


“We will continually strive for the perfect shoe 
even though there are no perfect feet.” 





What Nylon has done for stockings, TOL X "Vinyl is doing for shoes 





Get the 4-way stability 
of Tolex Resproid’ 1000: 
in manufacturing, price, 

color and performance 





No. 1 replacement for leather, this man-made viny! socklining offers dependable stability in 
price, color, manufacturing and performance. Tolex Resproid 1000 never fluctuates wildly in cost as 
natural materials do... makes it easy to estimate in advance. Colors are uniform in shipment 
after shipment. Stability in manufacturing is an important bonus, too . . . no flanks, necks or 
butts to cause a 15% cutting loss; can be multiple cut; uniform thickness; controlled and far 
less stretch than leather. Consumers benefit from the constantly high quality and performance. 
Obviously, even the best shoes you sell are better when the socklining is Tolex Resproid 1000. 


The finest, most complete line of vinyl shoe fabrics comes from: 


Feo TEXTILEATHER’ 3 
THE GENERAL TIRE & RUBBER COMPAN Y Saae 


TEXTILEATHER DIVISION/TOLEDO 3, OHIO TEXTILEATHER 





30 Boot and Shoe Recorder 











by EVELYN SCHLESS, women’s editor 


We've gotta be carefully taught 


The tapered crescent toe, the oval toe, the square toe or 
the needle toe? The stacked heel, the covered heei, the low 
heel or the high heel? What will women buy? What should 
stores buy? 

No need to reach for the aspirin bottle, there is an answer 
... and the answer is EDUCATION. 

Every woman wants to look right. We want our feet to be 
well dressed too. If you are willing to teach us how, we’re 
eager to learn. If you teach us that lower heels and square 
or crescent toes are THE look with casual clothes and suits 

. who are we to argue with authority? Square toes for 
evening are OUT, and pointed toes for evening are IN... 
if you can convince us it’s so! Crescent toes for jersey, crepe 
and knitted dresses? Yes, teacher! With the help of news- 
paper editorials and ads, displays and well trained sales 
people, you can educate us. We'll love it and we'll buy it. 

Years ago the ready-to-wear industry was in a slump. 
Every working girl left home in the morning in a little crepe 
dress, and wore the same one (or another one just like it) if 
she went out in the evening. Along came the New York 
Dress Institute, an industry supported program, with a pro- 
motion the likes of which no one had seen before. It con- 
vinced every woman that there are right looks and wrong 
looks and that she must dress for the occasion. The rest is 
history ... the ready-to-wear industry has grown and diver- 
sified tremendously. Stores all over have cashed in by hav- 
ing separate, flourishing departments for each kind of 
clothes. The shoe industry could easily do the same sort 
of thing. Why not promote “THE SHOE WITH A SINGLE 
PURPOSE” .. . not the all-purpose shoe! Is this the direc- 
tion for the future? If so, let’s get started! 








Left to right: Walking shoe, elongated oval toe, Wolsam, Ltd.; “Charles- 
ton,” strapped snakeskin, Margaret Jerrold; Cocktail shoe, silk crepe and 
patent, Palter de Liso; Evening sling, brown and black rib satin, Jerro Bros. 


“ 
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Shows up prettier than ever, dis- 
plays a charming French accent 
on the new square toe, the smart 
12/8 heel. It’s Foot Flairs’ 
“Martini’’, sleek and flattering in 
unlined black calf with a grosgrain 
bow trim. In stock for May de- 
livery. A shoe with such young 
good looks, you'll sell it to women 
of all ages! 


SHOEMANSHI?® in Action $11.99 to $14.99 


Feu Elion 


Consumer Tested High Fashions $11.99 to $14.99 


Fashion Meets Price at $9.99 


MUTUAL SHOE SALES COMPANY 
105 McGregor Street, Manch New Hamp 








SINCE 1912 


Shoe Buyers 
on 

their 

way 


up 
select 


WALL-STREETER Shoes 


And the reasoning is simple. Successful shoe men know 
they must keep sales going up and up... always! And by 
purchasing the best medium priced line of shoes, “WALL- 
STREETER”, they continually increase both dollar and 
profit volume. 


That's why all the shoe men who sell and wear “WALL- 
STREETERS” are doubly rewarded! First the “tanned- 
to-perfection” leather guarantees top notch appearance 
with a minimum of care .. . “WALL-STREETERS” need 
only an occasional touch of polish and a quick brush. 
More importantly they keep their “just bought” perfect fit 
and shape for months and even years. Buywise, walk- 
wise and success-wise “WALL-STREETER” shoes are 
your best step forward! 


WALL-STREETER 


SHOE COMPANY 


North Adams, Massachusetts 


, 7 
Mar " Sines Ma 
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by GERVASE BUTLER, men’s editor 


For a lift underfoot: 
try color 


Bright eyed and bushy tailed is an old West Texas way to 
describe something with a lot of zip and sparkle. Out where 
the rainbow arcs 190 degrees instead of a measly little ole 
180, colorful attire has always matched the climate, temper 
and habits of the boys. Even the language... seein’ red, 
cussin’ a blue streak. . . . is colorful! (That’s a joke, bub.) 

Texas hasn't got a living thing to do with the subject at 
hand except that it just naturally comes to mind when look- 
ing at colors we're likely to be wearing a year from now. 
They’re bold, they’re bright and any man they fail to give 
a Texas-style lift is beyond help in any case. 


A color card 

Responsible for the tonic is The Color Association of the 
United States, Inc. Backed by a board of industry elders 
and kept in focus by a staff of experts with 20/20 plus 
vision, its seasonal product is a color card. This perishable 
document is the lifeline that ties all fashion together. 

Right now, while crocuses circa 1961 are still news in a 
good many localities, the spring 1962 men’s card is in hand. 
In textiles the color news is full of goodies. For the well 
clothed man the swatches show rich new versions of pastels, 
a galaxy of neutrals and dark darks, the last frappéd with a 
handful of projection colors, high and vibrant, for accent. 
Aztec, Navajo, Patriot blue... Citron, Cactus, Peppermint. 

In leathers, glove soft Tiger Bright; brushed Smoke 
Screen; textured Citruswood suggest color families new to 
the eye. Burl brown, Dark Image and Falcon are deep deep 
colorings keyed to new elegance in men’s footwear. Like all 
good fashion they grow out of what we already have. One 
clothing house, Worsted-Tex, now features the “Renoir 
palette.” The girls are a year ahead of us with Gauguin 
and Tahiti. 


A block buster for whites 


Meanwhile, back at the ranch . .. the summer ahead of us 
looms as a block buster for whites compared to their per- 
formance in recent seasons. The buy-word is “washable.” 
A variation on a theme, continued experimentation with 
decoration gives basic stylings new inventory status. Slip- 
ons show action in new ways. One fall universal is the low 
runner Guantone on moc types or otherwise plain toes. 

The NSRA fall forecast called the shots for color. Black 
looks like a new peak in dress shoes for men as well as 
young men. Due to continue gains are burnished olive 
browns and the true browns. Antique Brass is a fashion 
newcomer to display and talk about for novelty. 
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532026 — 
tn olive brown 

fove leather. 

shion insole, 

cushion crepe 
sole and heel. 
To retail ot 
$9.95 Islightly 
higher in the 
West. 
One of mony good reasons! This glove- 
leather “Leisual*” has many compatriots in 
the Jarman line — every one of them 
comfortable as can be and styled in the 
smartest casval manner. Dealers in every 
part of the land are selling them in good 
volume and at good mark-up. Write for 


the full Jarman story. . 


SHOES FOR MEN 


$10.95 to $19.95 most styles 
eeeeseeeeeenereeeeneteeseeeee 


JARMAN SHOE COMPANY 
NASHVILLE, TENNESSEE 
A GENESCO DIVISION 





Back-to-School 
BELL RINGERS 


Your cash register will ring with the school bell 

when you show these all-purpose play and basketball 
shoes by Tyer. 

The Tyer Pro-Lift (top) with outer lace tabs, offers 
maximum support in the popular low-cut style. And Tyer 
Wings are perennial high-cut favorites. Both feature 

a single-process construction for top quality —low cost. 
Write today for details. 


by TY ER 


Tyer Rubber Corporation « Andover, Mass. 
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Points to 


Here’s a collection of flats so 
elegant, $0 exciting, so gay they're 
simply irresistible! We show just 
three of nearly 150 stock 


numbers in the new Viner 
fine... your best sellers 
for the new season! 


lottie 


IN-STOCK 


oe Retail $6.95 — $9.95 
WWE Write for latest catalog today. 
FOOTWEAR 


young and gay 


VINER BROS., INC., BANGor, MAINE Shoe Craftsmen Since 1905 . 





for shoe heels thet sai 


AMERICA’S 
LEADING 
MANUFACTURERS* 


g USE 
Cy COLAE. 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND RIGID 


Shoe industry leaders have too much 
at stake to risk using a material they 
can’t trust. These leaders—and many 
others in the industry —are now using 
Cyco tac for the tall and thin women’s 
shoe heels that fashion has decreed. 

CyrcoLac—the ABS plastic from 
Borg-Warner—is being used by more 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shdéck 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CYcOLaAc 
write today for information on this 
superior shoe heel material —the plas- 
tic that is setting new standards for 
women’s shoe heels. 





*Names On Request 


MARBON CHEMICAL vivision BORG-WARNER 


WASHINGTON BEB] WEST VIRGINIA 
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by ESTELLE G. ANDERSON "4 children’s editor SGoMasler 


window dressers 
are 


They're bigger and healthier staple sellers 


Timely replacement of children’s shoes from the pre- 
school to college age is a “must” if foot ailments are to be 
avoided in later life. Proper fitting of children’s shoes in 
the early years and up to the age of twenty is most impor- 
tant, since it takes ten years for the child’s foot bones to 
grow, and twenty years before the heel is completely 
finished. 

According to the Consumer Research Department of the 
Dr. Posner Shoe Company, careful surveys indicate that 
children of pre-school age generally need larger size shoes 
every two months, sometimes even more often if the child’s 
foot is to grow properly. Children between the ages of six 
and ten actually need larger size shoes every two to four 
months, while children in the ten to twelve year age bracket 
require larger size shoes every three to six months. Children 
between the ages of twelve and fifteen should have their 
shoe size checked every four to five months; the sixteen to 
twenty ... every six months. It all adds up to foot health 
insurance for the future. 


For further examination 


Let's face it. Are manufacturers giving due consideration 
to the fact that children are taller and bigger than their 
prototypes of even a generation ago? We are constantly 
receiving letters from mothers who ask: “Where can I buy 
‘young’ shoes for my daughter? She’s nine years old and 
wears a size 5. She’s not unique. Her little playmates wear 
the same or even larger size. I don’t want to put her into 
‘teen’ styles. They make her look older and not a child any 
more. What I do want for her are ‘young’ shoes .. . little girl 
shoes that have style, color and fit. For example, take the 
Mary Jane types. ... Just try to buy them in a size 5! In 
that size, you are more apt to get squash heels and double 
needle pumps.” 

The majority of manufacturers detail their children’s 
shoe lines from 8% to 12; 12% to 4; 4% to 7. However, 
somewhere betweer. the factory and the fitting stool, the 
4 to 7’s seem to get lost. 


Fresh, seasonal Step-Masters 
are eye-catching and atten- 
tion-compelling because 
they're fashion-right but not 
freakish ...as sales-right as 
Step-Master’s season-after- 
season staples. 


The “Buddy” system 


Sneakers, sandals and summer... this seasonal trio has 


always accounted for good business in the past. Now it is ty 
bigger than ever, retailers report. Long before the weather ; ‘ 
turned warm, tapered and pointed toe sneakers were selling i ees 


like mad and, as the season progresses multiple sales of aoe SHOES, inc. 
these play casuals are “in the bag.” GREENUP, ILLINOIS 








Manufacturers of children’s shoes in the 
* budget price bracket of $3.95 to $5.95 
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Naugatuck PARACRIL 0ZO 





LEFT. PARACRIL OZO SOLE 
on test poir of shoes worn 
in direct contact with steel 
chips and oil, 5 doys a 
week, for o full six months, 
on and off the job. Shows 
substontially less wear thon 
stondard oil-resistant sole 
ot right. 


RIGHT: PARACRIL OZO HEEL 
on the other test shoe is 
still like new, while stond- 
ord oil-resistant heel at left 
is worn smooth and begin- 
ning to crack. 


New sole material outwears others 


New PARACRIL® 0Z0—developed by the @ 277% more abrasion resistant! 
Naugatuck Chemical Division of U.S. Rubber 


@ f f fi th after 25 4 
is a shoe sole and heel material amazingly nee OF Ten. Graeme Ghar 25,000 cycles 


long-lasting—far superior to all others on 
the market. What's more, they are available 
in bright, permanent colors! 


Compared with one of the toughest mate- 
rials known, new PARACRIL 0ZO heels and 
soles are: 


@ 5 to 10 times more resistant to fuels and 
oils than existing standard oil-resistant 
shoe soles. 


Find out about PARACRIL 0Z0’s heel, sole, 
and shoe selling advantages NOW! Write 
us for further information. 


Naugatuck Chemical 


535P Eim Street 


Division of United States Rubber Company —eucetver, Connecticet 





Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Nengatuch Chemicals Bivision, Domin.on Rubber Co., Ltd., Elmira, Ontario « CABLE: Rubexpert, 0 ¥. 
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LETTERS 


Enlarge ‘Shoe School” 

It may prove of great value if 
the Shoe School section, which is a 
very valuable adjunct, be enlarged 
upon in several ways in the inter- 
ests of the independent retailer’s 
future and in the multifarious in- 
terest of the smaller makers. As 
this section develops, it may be a 
valuable source for future training 
and general information, and I be- 
lieve it should be re-edited annually, 
incorporating other pertinent arti- 
cles, and put into book form and 
offered for re-sale as a unit of ref- 
erence, and, indeed, study. As a 
further possibility, training films 
could perhaps be made, based on 
such information as it is assembled. 

Since the Shoe School section, as 
I understand it, is te deal with all 
phases which can possibly be of 
help and interest to the trade, it 
would seem that it..could be most 
instrumental in helping to assure 
the future of the shoe retailer; 
who, though yet still considered the 
backbone of the industry, is facing 
ever increasing problems of sur- 
vival. He has led himself, many 
times, up dark alleys—perhaps be- 
cause in the face of swift patterns 
of change in the industry he didn’t 
know where else to go. 

It’s one thing to possess the spirit 
of battle, but yet another to know 
how to fight—effectively. This is 
where you come in, and obviously 
you're being welcomed with open 
arms! Education and information 
is one instrument which the RE- 
CORDER can and perhaps will pro- 
vide, giving direction and intelli- 
gence to the retailer in his plans 
for the future. 

ROBERT M. MELTZER 


MANUFACTURER’S REPRESENTATIVE 
DAYTON, 0. 





Liked shoe fabric article 
May I express my appreciation 
for the fine contents of your article 
on shoe fabrics? (RECORDER, March 
15, 1961.) It is most informative, 
and should be of great value in re- 
tail sales training. 
MARION MARSH, DIRECTOR 
NATIONAL SHOE FABRICS ASSN. 
NEW YORK, N. Y. 
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by GERALDINE EPP, teenage editor 


Pajama party! 


A group of girls, gathered for an overnight visit with a 
friend or a “bull session” in the dormitory .. . lots of chit 
chat . . . cheese and crackers .. . cokes .. . the fun of wearing 
the prettiest or the gayest in loungewear and SLIPPERS! 
That’s a pajama party as all teenagers know it. So, what 
could appeal more to teens than an invitation to a “Pajama 
Party.” 

Let personal invitations or newspaper ads proclaims your 
party a back-to-school fashion show. But to keep to the 
theme, launch the show with a review of the newest in sleep- 
wear as it ties into your fall collection of bedroom slippers. 
Put Daniel Green’s Bangkok turkish toe brocade with slim 
flannel pants and an embroidered jacket; Nite-Aire’s raccoon- 
furred slippers with a corduroy study-robe 
made of corduroy to match the slipper 
base; Oomphies cozy Eskimo boot wth a 
stretch fabric pajama designed to resemble 
a ski-costume. And don’t overlook Hawaii’s 
Mumu, otherwise called a tent-dress . . 
Use a colorful kidskin scuff with it. 

The pajama-party mood established, go 
on with a presentation of your complete 
fall footwear collection. For a department 
store, the pajama-slipper, costume-shoe 
coordination idea is easy. For the inde- 
pendent shoe retailer, we suggest a tie-in 
with a near-by apparel shop. 

And to really add to the spirit of the 
party: Invite a local beautician to give tips 
on how to pin-up hair at bedtime. Use 
young customers for her demonstration. 
For souvenirs, give away bobbie pins 
(have a selection of colors for blonds, bru- 
nettes and redheads) or, if cost permits, 
hairnets or shower caps. One, two or three 
pairs of bedroom slippers would make ap- 
propriate attendance prizes. Finally, every 
party calls for refreshments .. . Cokes 
. .. cheese and crackers . . . what could be 
better! That’s what they serve at “Pajama 

















Dorm coat of mattress — wet oem fabric, trimmed with a 
calico print, rick-rack and flora a Made with companion 
pajamas by Miss Elaine Lingerie, costume is completed with 
Nite-Aires’ matching slippers. 
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Here's what we'r 


DOLLAR S$ 


at Nae 


tio ne 
phral Advertising 


Pi Lad E Sole 
- =m 


on Genuine NEW 


RIPPLE ° Bantam-Rib Sole 
and the 
RIPPLE ® Conventional Sole 


Sales-getting national ads sizzling through the pages of 
leading mass and fashion magazines! 

— PLUS — 
Everything you need to advertise, display, promote and 
SELL like never before! 
To make sure you get your pocket full of dollars, send for 
your FREE TIE-IN SALES AIDS . . . NOW! 














— PLUS — 

NEW DISPLAYS 

NEW WINDOW A PEDWIN® Style 
STREAMERS by Brown Shoe Company 
NEW FOLDERS Any questions? Simply write: 


— BEEBE RUBBER COMPANY 
“TM Ripple Sole Corp. Nashua, New Hampshire 
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PATTERN PORTRAIT 
Fashion paces the active foot 








For right now, with warming weather to encourage new records 
in mileage on foot, fashion and comfort blend in some essentials. 
News underneath is the lighter, trimmer version of the Ripple 
Bantam-Rib Sole, its good looks heightened with a slim wedge. This 
matches the glove leather upper in rich Avocado. French Shriner. 
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Hytronic’ machines win operators and 
management with ease of operation, quality 


cutting, savings that pay for equipment! 


““Model A Hytronic Cutting Machines have elimi- 
nated all loss of stock leather due to jumping while re- 
ducing our new die costs by 20% . . . reduced operator 
fatigue considerably while maintaining our production 
at its consistently high rate.”’ So reports Gilbert Forrand, 
Cutting Room Foreman, E. T. Wright & Co., Inc., 
Rockland, Mass. ““There is also a definite increase in 
production per operator. 

“‘We can now use open dies rather than more expen- 
sive reinforced dies for cutting the choice upper leather 
and linings used in Wright Arch Preserver shoes. These 
savings have more than paid for the increased costs of 
the new machines. Hytronic cutters automatically com- 
pensate for height differences, cut with equal precision 
regardless of the variation between dies.” 

Plant Superintendent Edward Bernier puts it this 
way: “We have virtually defeated fatigue caused by vi- 
bration and clicker noise. This is supported by the ease 
with which we have induced a positive attitude in the 
operators toward the change-over. The operators and 
management quickly found that the Hytronic cutters 


were mutually beneficial.” To get savings that 
pay for equipment, phone the nearest United 
Office for a trial today. 


adpnited. 
UNITED SHOE MACHINERY CORPURATION 
BOSTON, MASSACHUSETTS 


i q 
Says operator John J. Hannafin, ‘With the Hytronic | can produce 
as much as | did on the old clickers with less effort and | turn outa 
weer quality product because | have more time to choose the best 
feather.” 


Boot and Shoe Recorder 








STUDENTS LOVE BATA SHOES 


Students look for styling. Parents look for value. Bata offers both—without compromising either one. 
Stock this popular, profitable line in depth—and get the full business-building benefit of Bata selec- 
tion, smartness and serviceability. Write today for detailed brochures—and see why Bata shoes are 
famous for quality, economy and retail volume. BATA SHOE COMPANY, INC. BELCAMP, MARYLAND 


WE MAKE BATA SHOES £* PEOPLE MAKE THEM POPULAR 
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New timing 


schedule for 


fashion shoe selling 


Women’s shopping habits are triggered by promo- 
tions. Because shoes are fashion accessories, they 
must be merchandised on a seasonal basis like the 
other parts of the wardrobe. 


“It’s time we stopped merchan- 
dising fashion shoes like nuts and 
bolts,” says one major executive 
in summing up the current con- 
troversy in the women's shoe busi- 
ness. “Because shoes are fashion 
accessories, they must be merchan- 
dized on a seasonal basis. Textile 
mills, designers, manufacturers of 
ready-to-wear are working this 
way. Why don’t we?” 

This top retailer's comments 
point up the wide attention manu- 
facturers and retailers are giving 
this issue at a time when the 
shoe industry is going through 
major changes. 


How many seasons? 

Some of those queried by the 
BooT AND SHOE RECORDER feel that 
four seasons (not of equal length) 
are perfect. They advocate (1) a 
short spring season, (2) a long 
summer season, (3) a long Indian- 
summer-into-fall season and (4) a 
short winter season. 

One outstanding promotional 
merchant in the fashion shoe busi- 
ness broadens the scope by dividing 
the spring season into a “light 
weight, dark shoe” early spring 
and a “light color shoe” after- 
Easter spring. He also separates 
transitional and fall shoes into 
two buys of light weight leather 
and dark fabric shoes followed: 
by regular fall styles. 

“Being in the fashion business,” 
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he comments, “we believe in con- 
tinual new styles and colors to 
stimulate impulse buying. Women 
travel more, see more and want 
more new things all the time, and 
if we want a larger share of her 
wardrobe dollar, we must tempt 
her continuously.” 


Where does it all start? 

Retailers are dependent on 
manufacturers’ lines. Obviously a 
retailer can’t buy a line a manu- 
facturer does not produce. But, 
equally, manufacturers are de- 
pendent on retailers. Some progress 
is seen now. And it all seems to 
come down, on the retail level, 
to the necessity for open-to-buy 
money when new styles are avail- 
able. Early testing of new styles 
is of utmost importance. Only that 
way can the retailer get a season's 
successful selling out of new trend 
merchandise. The “two buy” kind 
of merchandising does not leave 
much room for that kind of testing. 
A continual flow of NEW styles 
and early receipt of merchandise 
are MUSTS. According to one 
progressive manufacturer: “If a 
retailer still believes in two buys, 
the only way he can come out 
ahead is to buy early for early 
delivery!” 

On the manufacturing level the 
planning of at least four seasons 
is more predominant. The members 
of the Designer Shoe Guild are 


by EVELYN SCHLESS 


showing now on an average of 
six times a year, and a great 
many other fashion and promotion 
conscious manufacturers are also 
continuously adding new styles. 
Women’s shopping habits are 
triggered by promotions. And your 
customers are conditioned by the 
ready-to-wear industry. Clothing 
manufacturers move at a dizzying 
speed, introducing constantly new 
fashions. It is not at all unusual 
for one dress manufacturer to 
start the year with an early 
summer line in dark light weight 
fabrics, follow it with a light 
color summer line to be followed 
by transitional styles. Then come 
back-to-school clothes, light-weight 
fall clothes, more sophisticated town 
clothes, party clothes to be sold 
during October and November, 
evening clothes for winter parties. 
These are usually followed by re- 
sort clothes, spring styles for the 
warmer parts of the country, and 
the regular spring line. He may 
also go to Paris and add two 
groups of adaptations of European 
clothes to everything else. 


The need for showing new styles 


Your customer is the same 
woman who is constantly being 
exposed to all these fashions... . 
and let’s face it... if she buys 
even some of these clothes, she'll 
need the shoes to go with them. 
The new varieties in shoes will 
give her much freedom of choice. 
But only by showing her new styles 
and colors that will be needed for 
her new clothes will you be able 
to tempt her to buy more shoes. 

Industry wide planning is needed. 
Communications between shoe 
manufacturer and retailer must be 
improved. For many years, some 
manufacturers told their customers 
through bulletins and salesmen 
what these retailers were to expect 
next. In other words, when a 
store buyer or owner looked at a 
line, he knew when he was going 
to be shown the next line, and 
in general terms what types of 
styling it would include. He could 
then buy accordingly. If the indus- 
try, as a whole, could operate on 
a similar plan, retailers would 
plan accordingly. 
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PARIS REPORT 


Spring trends in toes, heels, colors, leathers and dec- 
orations from the Paris Shoe Designers’ Association. 


The Great Parisian Shoe De- 
signers Association has always 
sought to maintain the tradition 
of the shoe craft of Paris. Sev- 
eral of the style creators of the 
group recently showed samples 
for spring 1961 that are represen- 
tative of the fashion trend here. 


Perugia’s influence felt 

The models shown by the Shoe 
Designers of Paris remain pre- 
dominantly elongated and high 
heeled. The influence of Perugia is 
strong. One of his pumps, called 
“Biais-toe” has a tip that is cut 
on the bias. This makes extra 
room for toes, even though its 
shape is tapered, narrow and 
squared. There are some other 
square toes being shown, but on 
the whole the designers are not 
following ‘Yivier’s pilot style. 

Most predominant among the 
top designers is the look that is 
a compromise between a square 
and elongated shape. Sharp toes 
this season are usually slightly 
rounded, sometimes even a bit 
bulbous, somewhat reminiscent of 
the “duck bill” toe Perugia creat- 
ed in 1958 for I. Miller. There is 
a tendency to use the highest pos- 
sible heel that will still keep a 
shoe compatible with its func- 
tion. In other words, “city pumps” 
have heels 24/8 or even higher. 
These are usually straight or 


Hollywood's new “Ballerine’ in black kid 


with mauve kid trim, pancake heel. 
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Louis XV. For walking shoes, 
there is news in the square 12/8 
heel. Sport models are moccasin 
types with suede heels up to 16/8. 
Low heeled “ballerines” are still 
being shown and they are more 
highly styled than ever before. 
Beige, chestnut or cognac color 
kidskin uppers are sometimes per- 
forated, sometimes have squared 
toes in black or other glossy 
leather. Trimmings include faille 
bows and large buckles. 


Sober colors predominate 


Colors are generally sober, al- 
though many combinations are 
used. Light shades used in these 
combinations include pale beige, 
birch bark; others are old rose, 
red, navy blue and shades of ocre 
deepening into chestnut. Classic 
navy blue with white are still 
used. Glossy tones in all kinds 
of toes are important. Decorated 
uppers are everywhere. Nearly all 
have some individuality. Examples 
are leather ornaments, gold chains 
used at the side of vamp or one 
or several chains used as strings 
on top. Perforations imitate Eng- 
lish embroidery, small pleats — 
usually lighter than rest of up- 
per—that give the effect of a 
little dress dickey. 
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Drettas’ lengthened city pump with 24/8 


heel, delicate asymmetrical self trim, 


squored toe. 

Right: Delicata's square toe and heel kid- 
skin pump with crocodile banding and 
heel cover. 


by LYSIA HARIVEL 


Perugia’s cut-away pump with bias-cut 
square toe in beige patent and tapestry, 
straight heel. 


Codre’s red satin evening pump with 
rounded toe, straight 24/8 heel, stitching 
and steel buckle. 


Joseph Casale's kid pump with graduated 
spiral effect on vamp, straight 24/8 heel. 





Three major 


. . . Viner’s elegantly 
simple gray smooth 
pump. 


shield tie . . . light and 
colorful, by Deb. Gray 
and red on black. 


| FL. 


£5 


sweeping lines . . . har- 
ness stitching. Golo’s 
a courtly buckle... grained taupe tie. 
striking finish; Ki-Yaks 
barbecue pigskin flat. 


Slipon mocs and step-ins will 
be important for fall, with tie 
oxfords continuing. Color will 
be headlined. 


dancing slipper... 
gleaming black patent 
squared-off by Town & 
Country. 


another color combo 
. . . brushed leather in 
a brown ombre. Fash- 
ion 10. 
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trends in teenage flats . . . 


In transcribing the jottings from a notebook into 
type, three major trends emerge as dominant for fall 
selling in back-to-school flats. These are: the move- 
ment back to slipon mocs and step-ins, the continuance 
of tie oxfords, the exciting emphasis on color im- 
portantly achieved with the use of two or three hues. 

Step-ins take several important directions. First is 
the marked interest in classic types . . . handsewns 
and moccasin-type treatments. All these are newly 
refined, have an expensive handcobbled look. Harness 
and saddle stitchings, interlacings and delicate perfs 
contribute to a fresh look. Adding interest, too, is the 
newness achieved with square-toe lasts and squared-off 
heels. These thoroughbreds of footwear are offered 
in a wide array of mellow leathers: dark, dark Italian 
browns, bronzy waxides, golden and rusty tones, and 
rich reds .. . some even deepened to wine tones. 

In step-ins, take note of high-rising throatlines too. 
Many are smartly buckled in a courtly manner. Others 
are patterned to give a spat look. Still others are clas- 
sified as low, demi or half boots, harnessed in the 
jodhpur mood or cuffed bootie-fashion. 

Whether you count one, two or three eyelets, tie 
oxfords have one thing in common... they’re all 
unbelievably light. Soft rubber and crepe soles are 


by GERALDINE EPP 


often a feature. In silhouette, clean, sweeping lines 
prevail, with the preference for high and low fronts 
about equally divided. Patterned vamp treatments, 
harness and Goodyear stitchings . . . these are im- 
portant details. While brushed leathers continue, the 
grains look newer here. Black and taupe lead for 
all-over shoes with color combos dominating patterned 
oxfords. These are NOT in the patchwork category 

. . rather a Mondrian-effect. Gray and red spark 
black, for example. Ombres lead in the brown and gray 
families. 

To wind up this teenage story, let’s consider dress 
flats on 8/8ths and lower heels .. . usually stacked 
as school flats are. While little. heels may be favored 
for dates and dances, dressy flats fill an important 
wardrobe need. 

Black kid has been a top item in this footwear cate- 
gory, and will continue to be. But for a stronger 
fashion presentation, supplement basic smooths with 
patent, luster and suede. In lasts, consider new ovals 
and squares as well as pointed toes. And in patterns, 
lay stress on dressy effects . . . soft bows, strippings 
and lacings. In addition to black, give thought to the 
blued greens, the red-to-wine tones and, for volume, 
taupy browns. 


the lo-boot . . . in the 
jodhpur mood, _inter- 
preted by International. 


a gored instep . . . fea- 

ture of Show-Offs 

\ brushed black and 
\, Chianti spat. 


newly Sy high-rising throats . . . 


toe and heel, 
sewns are key fashion. 
Trampeze. Debs. 
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a trend in step-ins. In 
camel-tones by Glamour 





silhouette and leather variety 
Star in Guild fall collections ... 


Emphasis on new heel and toe shapes . . . deepened colors, 
reptiles and aniline patent orbit in Guild fall showings. 


Still more new lasts make head- 
line news at the fall showings of 
The Designer Shoe Guild comprised 
of the twenty top fashion houses. 
Both elongated and regular lasts 
appear in a great variety of shapes 
and heel heights. 


TOES 


One-half inch and one inch square 
toes are being shown. They are 
either flattened or walled, but al- 
ways appear tapered. Varieties in- 
clude square toes on either square 
or crescent extension soles. There 
is almost general agreement among 
the Guild members that square toes 
look best on tailored shoes with 
heels no higher than 18/8. Sloping 
crescent toes are dominant through- 
out this market. Shown in walking 
shoes as well as dressier versions, 
they vary in shape. The flattened 
slope toe and the crescent on square 
or oval extension look marvelously 
right on stacked leather heels up to 
15/8. Dressier versions, usually on 
higher heels up to 23/8, are lighter 


D'Antonio's walking shoe has flat- 
tened slope toe, 15/8 straight 
heel. The topline is pinked. 
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looking. A few walled oval toes are 
also being shown. Another expres- 
sion of the incoming more rounded 
look is the finger toe, a rounded slim 
toe, very appropriately named. Few 
triple needle lasts are being shown 
by fashion houses for daytime wear, 
but they continue importantly in 
after-five styles. 


HEELS 


There is no doubt now that the 
lower heel is really catching on. 
Several sources have added 18/8 
and 17/8 heights, and emphasis 
among high heels is shifting more 
and more from 24/8 and 23/8 to 
21/8. Stacked heels from 12/8 to 
15/8 are THE look for walking 
shoes. However stacked heels are 
being shown up to 21/8. Wood heel 
shapes are magnificent, from razor 
backs to ridge backs, from tapered 
straight sided shapes to prism 
shapes and others; there is real 
news here. Additional news at a 
couple of trendy sources is the set 
back heel which comes down 


Herbert Levine's aniline patent 
\ “city step-in” has soft square toe, 


) 17/8 square heel. 


\ 


\ 


straight from the back of the 
quarter and thereby eliminates the 
usual bulge. Another brand new 
and quite revolutionary heel at one 
of the top houses, but not yet being 
bought to any extent, is a moulded 
horseshoe shaped leather heel. In 
higher heel heights, the “Chinese 
Louis,” a Louis heel with straight 
back, is new. Wine glass, square 
and tapered straight heels continue 
on all heights. 


DETAILS 


Asymmetrical details are every- 
where. New, cleverly used elasti- 
cized vamp inserts, including cut- 
outs. In walking shoes, ties and 
ghillies compete with spectators 
and plain pumps. The latter are 
often detailed with large perfora- 
tions, dressmaker and hand details. 
Straps are coming back on all kinds 
of shoes. A few D’Orsay pumps 
have appeared and there is much 
talk of their making a comeback 
into the fashion picture. While 

(CONTINUED ON PAGE 66) 


Newton-Elkin's suede D'Orsay on 
24/8 wineglass heel with back 
lacing and wings. 
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MADRID REPORT by DR. LOUIS G. FEMAN 


Construction news from Spain... 


Spain’s designers make handcraftsmanship their newest fashion 
theme, producing shoes with a “new and different’ appeal. 





Shoemaking craftsmanship that can be 
easily seen and understood by the con- 
sumer is being stressed by Spanish shoe 
makers and designers. Combining fash- 
ion thinking and workmanship these 
artisans have come up with ideas that will 
give their shoes a different appeal and 
will stimulate sales, they feel. At first 
glance, these shoes have a “something 
new and something different” look that 
should prove tempting to women. One- 
piece plastic shank and heel, unusual! 
shank and sole treatments, new stitching 
effects all are news. They all can be 
slipped on and off in a jiffy, yet are con- 
structed to cling to the foot. 


New construction combines shank and heel in one 
piece, results in very light weight shoe. This plastic 
unit can be made in three hee! shapes, any color. 


Sole stitching rides along the edge 
of upper. Conventional cemented 
shoe in which the outsole pattern has 
been extended and stitched, later 
attached in regular manner. 


nis 


Double lasted, molded in-one-piece sock lin- , : 

ing and full quarter lining. This continuous Fiddle shank with added row of hand 
one piece of leather inside the shoe gives stitching on sole. Has extra long 
glove-like appeal to this different type last. counter in the shank area for easy fit. 
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LEON A. FRIEDMAN 


“Most mats prepared by manu- 
facturers or their agencies for re- 
tail stores to run, are not worth 
the powder to blow them up”! 

The above is a quote from one 
of the columns published in Adver- 
tising Age, a trade magazine of the 
advertising business, and it carried 
the by-line of Clyde Bedell. Mr. 
Bedell is a consultant in creative 
advertising and advertising train- 
ing. While I believe that Mr. Bedell 
hasn’t seen all the advertising mats 
furnished retailers (many of them 
are excellent) I do agree with him 
that a great bulk of these mats can 
stand a whale of a lot of improve- 
ment. 


A real problem 

In considering the subject, 
“What’s Wrong With Advertising 
Mats?” I believe we are definitely 
confronting a problem that is real 
and not imaginary. There are many 
things wrong with so many “mat 
services” to shoe retailers! It is 
the purpose of this article to point 
up some of the wrongs with a view 
to focusing attention on a subject 
that needs some attention all along 
the line. 

For retail mats cost the manu- 
facturers a lot of money. Shoe art- 
work, copy, veloxes, spot illustra- 
tions, type, paste-up, engravings, 
mats and reprints—all these pro- 
duction costs today are climbing to 
near-orbit heights. After spending 
all the money it costs to produce 
mats, it seems a shame that so 
many hundreds of thousands of 


What's wrong 
with advertising mats? 


them are not used. What a waste! 

Why aren’t they used? 

My experience in advertising, to- 
gether with my observations over a 
longer period than I care to talk 
about, lead me to the conclusion 
that those who usually prepare re- 
tail mats for manufacturers are: 
(a) Advertising men who never 
came into contact with retailing in 
any way. (b) Madison Avenue ad- 
vertising men who have construct- 
ed a big-money national magazine 
campaign and have finally decided 
the dealers ought to have mats. So 
they use the national ads with 
space designated at top or bottom 
for “STORE NAME.” Or (c) 
Someone who knows neither na- 
tional advertising nor local retail 
advertising but is a relative of 
either the manufacturer or the re- 
tailer and had to be given a job. 
Sometimes they are teenage grad- 
uates of art schools and their par- 
ents just know they are terrific 
“drawing up ads for father’s store.” 


Three little words 

In approaching the problem of 
building good mat ads in the shoe 
business, an advertising man must 
always keep in mind the end point- 
of-use for which the ads are made. 
This can be summed up in three 
little words: TO SELL SHOES! 
This is the retailer’s sole purpose 
in running the ads and it should be 
the manufacturer’s sole reason for 
furnishing the ads to the retailer. 
And the retailer wants to sell shoes 
today and tomorrow. Let three 
weeks from now take care of itself. 
He has sales figures to meet. The 
manufacturer should feel the same 
way: sell the shoes now, Mr. Re- 
tailer, so reorders will come 
through. Re-orders come only after 
the shoes have moved off retailers’ 
shelves. Therefore, if mat ads do 
not do a quick selling job and shoes 
clutter up retailers’ shelves, some- 
body better be a whiz at writing a 


by LEON A. FRIEDMAN 
president, the Leon A. Friedman 
Advertising Agency 


“Clearance Sale” ad or even a “Go- 
ing-Out-Of-Business” (you should 
excuse the expression) Sale! 

What must go into retail ad mats 
to get the maximum usability by 
retailers? 


Forget department stores 

In the first place you can almost 
forget the large department stores 
in building a retail shoe mat ser- 
vice. It is a truism that the big 
department stores will not use a 
retail mat from a shoe manufac- 
turer. Why? Possibly it’s because 
most mats submitted heretofore 
have been so out of line with what 
smart retailers want. Possibly the 
advertising departments of large 
stores are somewhat jealous of 
their functions and do not want any 
encroachments on their domain. 
And frankly the manufacturers 
know that large stores do not use 
their mats so they do not include 
large department-store-type ads in 
their services. 

Perhaps this is as it should be. 
Perhaps not! I have seen many a 
department store ad that looked so 
ineffectual and amateurish that I 
wondered why the store went to all 
the cost and trouble to do their own 
ad when a mat service which had 
been prepared for them on specific 
styles would have offered them 
much better ads—for free! If not 
complete ads surely they should 
have used the mats of the shoe 
drawings offered in the service, for 
they, in most cases, are far better 
than the department store variety 
done locally in the store’s art de- 
partment or by a local free lance 
shoe artist. From some of this shoe 
art which I have seen used, the art- 
ist couldn’t get himself arrested in 
New York or Chicago among real 
pros in the field. 

Many manufacturers in by-pass- 
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Advertising mats cost manufacturers a lot of money but hun- 
dreds of thousands of them are never used. Mr. Friedman 
tells why and outlines what a good mat service should be like. 


ing the big department stores in 
making up mats will offer the ser- 
vices of their advertising agency 
to do custom-made ads for any 
store putting on a promotion for 
the manufacturer’s product. These 
are not complete mats but usually 
take the form of layouts or visuals 
with copy from the agency. It is 
my belief that this idea is appre- 
ciated by the large stores. They 
do not often use the ad as laid out 
but will use it as the foundation 
for an ad of their own, changing 
the layout and copy a bit to suit 
the local policy ideas of the store, 
etc. 

We find that a mat service should 
contain many more small ads than 
large ones. Two columns by 80 to 
100 lines is a good size. Some three 
column by 70 line ads are good. 
And for the smaller stores a group 
of one-column ads are always in de- 
mand and should form at least 20 
per cent of the mat service. 

The retailer doesn’t want tricky 
or clever ads. He wants ads that 
show the shoe, the shape of the last, 
detailing, the heel and, of course, 
the type of shoe. This shoe illus- 
tration should be large enough to 
make it the most prominent part 
of the ad. This is what the retailer 
is selling—this is what he wants 
newspaper readers to see and want. 
The rest of the ad should be: an 
arresting headline, short and to the 
point to attract the eye and to stir 
up interest, very little copy, or as 
little as possible, to tell the reader 
what the shoe is made of, the colors 
in which it is available. And, of 
course, the price should be promi- 
nent. 

It is my observation too that re- 
tailers do not want the ad cluttered 


The shoe illustration should be the 
most important part of the ad and 
should be "free" and by itself. There 
should be on arresting headline and 
a minimum of copy, giving the 
reader the facts about color, ma- 
terial, style. Price should be promi- 
nent. This is a layout for a 3 column 
x 150 line “special event" ad. 
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up with illustration, fashion fig- 
ures, sketches showing the uses of 
the shoe for walking, marketing, 
hiking or what not. In these days, 
if a woman isn’t smart enough to 
know what a certain kind of shoe 





is good for she ought to go back to 
the fifth grade and begin over. 
Much depends on the shoe drawing 
for attracting the eye, creating a 
favorable impression and whetting 
the reader’s appetite for owning 





Give Mother 365 days of Heaven 
Comfort for CHRISTMAS.......... 
Hewelelione® 


give hera 


pair of 
by "DESCO with RED CARPET 
Cua TONING. to pillow every je P 





the shoe. That is why we believe 
that the shoe mats furnished by 
most manufacturers should be used 
even by larger stores because they 
are usually of a better quality. This 
is not true in all cases. I have seen 
stores such as A & § in Brooklyn, 
A. Harris in Texas, R. H. Fyfe’s in 
Detroit and many other large 
stores “out in the provinces” that 
use fine shoe art. 


Shoe drawing must be “free”’ 

One thing that makes it impossi- 
ble to use illustrations in mat ads 
other than the shoe art is the fact 
that, for most stores, the ads must 
be constructed so as to make it pos- 
sible to take out one shoe drawing 
from the mat and substitute an- 
other. This means that the shoe 
drawing in the mat must not be tied 
into any other part of the mat and 
must be “free” and by itself. Other- 
wise in making shoe substitutions 
the entire mat will be mutilated 
beyond all usefulness. This pre- 
sents many problems in mat mak- 
ing. In writing the copy for any 
one shoe mat, you cannot become 
too specific about the shoe you are 
showing, knowing full well that an- 
other shoe may be substituted. You 
can extoll its many features, its 
construction, softness, flexibility 
and comfort, and leave it to the 
local newspaper to insert the leath- 
ers, sizes and colors—and even the 
price which the local retailer wants 
to put adjacent to the shoe. To 
illustrate this point I am reproduc- 
ing here an ad which is being made 
for the Desco Shoe Corporation for 
use at Christmas time. Note: (a) 
That the shoe drawing is free and 
clear of any other part of the ad 
and can be changed for another 
shoe which the store might want to 
feature at Christmas shopping 
time; (b) The copy is general as 
far as the headline and/or body 
copy are concerned and the subject 
is “Comfort for Christmas giving.” 
The idea is to sell shoes as a holi- 
day time item along with flowers, 
candy, lingerie and other gift items 
which do not bring mother nearly 
as much pleasure all year as com- 
fortable shoes will. 

This brings up another point 
about a good mat service: The mats 
sent to retailers must be timely— 
must give the local retailer ideas to 
get added business. Why shouldn’t 
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shoe people cash in on the Christ- 
mas gift idea? So many other items 
of feminine apparel and luxury are 
taking advantage of this holiday 
promotion. What I mean is that 
retailers not only want a mat ser- 
vice sent to them at the start of 
each selling season but they would 
like timely promotions such as this 
fed to them periodically throughout 
the year. And a good wide-awake 
advertising man-merchant will de- 
velop this idea to the fullest. 

Many manufacturers waste money 
by sending out mats indiscrimi- 
nately to retailers at the start of 
the season. Most of these are put 
into a drawer and forgotten or 
thrown in the waste paper basket 
after they arrive at the shoe buy- 
er’s desk. I believe in sending out 
an advertising kit showing the re- 
tailer what mats are available on 
the shoes he has in stock, what dis- 
play pieces, radio or TV commer- 
cials he can have, and let him order 
what he wants TO USE. There 
should be a self-addressed mailing 
card enclosed in every ad kit for 
the retailer’s convenience in order- 
ing. We even check up on the mat 
orders and make sure the retailer 
is ordering mats for the shoes he 
has in his store or on order. At 
times letters have gone out to alert 
the buyer of the fact that mats for 
advertising certain shoes are on the 
way to him and advise him to make 
sure he has sizes to take care of 
the calls he will have when his ads 
are run. This in many cases helps 
bring in more sizes. 


Mats help the salesman 


One thing is ofttimes overlooked 
by those who make up a mat service 
for a shoe manufacturer: A good 
series of mats on any shoe or group 
of shoes can help the salesman on 
the road get orders. Show the 
buyer the shoes and the ads avail- 
able at the same time. His mer- 
chandising brain begins to click 
and he visualizes a promotion using 
the good-looking ads you can fur- 
nish with the shoes. Very few buy- 
ers today buy “just shoes.” They 
buy a “package,” that is, the prod- 
uct PLUS the promotion that goes 
with it. And this is where a smart 
advertising man or organization 
can do big things for the salesmen 
on the road. It has been my obser- 
vation that, at the beginning of a 


season, at the important shoe 
shows where many manufacturers 
gather their sales forces for meet- 
ings, the salesmen are becoming 
more interested in the promotion 
“package” in which the advertising 
people have wrapped the new shoes 
than in the shoes themselves. 


Make a periodic survey 

Manufacturers will do well to 
make a periodic survey or check-up 
among stores to find out what their 
preferences and needs are in the 
matter of newspaper mats for local 
use. A post card questionnaire re- 
questing answers from retailers is 
a fine idea to use now and then. 
These questionnaires usually ferret 
out answers giving the viewpoints 
of different types of stores, large 
and small, stores with quality ap- 
peal as against the more “Buckeye” 
types, stores in large cities or smal! 
towns, in suburban shopping cen- 
ters and downtown. 

There are so many variations in 
the needs of different types of 
stores in constructing an effective 
mat service that it is good to get 
the viewpoints of many types and 
construct the service to take care 
of the greatest number of stores 
in the best possible manner. 

This articie started out to point 
up “What’s Wrong With Advertis- 
ing Mats?” but strayed somewhat 
into what constitutes a good mat 
service. It tried to point up vari- 
ous phases of a good mat service. 
I suppose therefore the answer to 
the question, What’s wrong with 
advertising mats? is found in the 
statement that the newspaper mat 
services which do not pay attention 
to the essential requirements as 
outlined in this article leave much 
to be desired. And so very many 
of them do not pay attention to 
what the retailer needs! With too 
many manufacturers, the retail 
mat service is an after thought. A 
recent article by a Chicago adver- 
tising man pointed out that the 
retail mat is so impertant that na- 
tional advertisers should begin to 
construct a campaign with the 
retail mat and begin to build from 
there—to display pieces, direct mail 
pieces, and on ur to the national 
magazine ads. He pointed out that 
it is the effectiveness of the local 
store ad that finally moves the mer- 
chandise and I am sure he’s right. 
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Twenty rules for an 
in-store sales training program 


Stores with well-run in-store sales training programs have 
a strong edge over their competitors. And a good program 
will be just as effective for a small store with two or three 
salespeople as for a large one with twenty or thirty. 


Most shoe retailers today agree 
that one of their prime problems is 
getting and holding trained and 
efficient salespeople. Hence, a 
“trend” is in motion: More use 
of in-store sales training programs 
to develop a higher level of qual- 
ified and productive sales help. 

Importantly, these programs are 
designed not only to break in and 
train new sales help, but to in- 
crease the selling and service ef- 
ficiency of experienced salespeo- 
ple. In short, today’s in-store sales 
training programs are for every- 
one. The stores with the more 
qualified salespeople are gaining 
a strong competitive edge. So a 
training program very clearly 
pays off. 

Also important: an _ in-store 
training program is designed to 
apply as effectively for the store 
with only two or three salespeople 
as for the store with 20 or 30 sales- 
people. 

Following is a basic plan or 
program for in-store sales train- 
ing. These are the features of the 
programs that have been found 
most effective in successful shoe 
stores. They apply to any size 
store—trimmed or expanded to 
suit your own needs. 

@ 1. Hold meetings regularly. 
Whether the meetings are held 
monthly or weekly, there should 
be a regular pattern. Once regu- 
larity is lost, interest and effective- 
ness is lost. 

@ 2. Set a frequency time-table. 
Decide whether your meetings will 
be held weekly, bi-weekly or 
monthly. The most used are the 
bi-weekly and monthly plans. Some 
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are held weekly. But if so, make 
sure your salespeople want it this 
way. And make sure your meetings 
are good enough to sustain inter- 
est on a weekly basis. 

@ 3. Select the best time. Meet- 
ings are usually held in the even- 
ing, after the store closes. Some 
are held in the morning before 
the store opens. Let your sales- 
people select the preferred time 
for them. 

@ 4. Set a time limit. A good sales 
meeting should never be less than 
an hour, never more than two 
hours. There can be exceptions 
to the rule, of course. But these 
time limits are adjusted so that 
there is time enough to get the 
lesson across effectively — yet 
never extended so far as to run 
out of interest. 

@ 5. Attendance should be com- 
pulsory. Slipshod or irregular at- 
tendance reduces morale and ef- 
fectiveness. 

@ 6. Compensation. Some stores— 
especially those unionized, but 
also some others—pay salespeople 
overtime for attending sales-meet- 
ings. But in most shoe stores it 
isn’t found necessary. If the meet- 
ing is held in the morning, the 
store may pay for a light break- 
fast—or for a dinner if held in 
the evening. This is generally 
sufficient, and agreeable with most 
salespeople. After all, these edu- 
cational meetings can result in 
more compensation for them. 

@ 7. Explain the “why” of the 
meetings. The objective of such 
meetings is to do a better selling 
and service job. This is good for 
the store in terms of business. It’s 


good for the salespeople in terms 
of earnings. It should be empha- 
sized as a mutual benefit. 

@ 8. Have an agenda. The great- 
est sin and failure of ineffectual 
sales meetings is lack of a meeting 
plan in terms of subject matter, 
sequence, schedule, presentation, 
etc. 

@ 9. Schedule your program in 
advance. Don’t plan on a one- 
meeting-at-a-time basis. Rather, 
lay out your program to cover at 
least six meetings, even 10 or 12, 
in advance. This helps you to co- 
ordinate your program—to get all 
your subjects in logical sequence. 
Let your salespeople in on the 
schedule, the total plan. This gives 
them a sense of direction. It builds 
their confidence because they feel 
you know where you’re going. If 
they feel you’ve troubled to think 
and plan it all out in advance, 
they feel that it will have real 
interest and value. 

@ 10. Selection of subjects. Now 
you’ve come to the core of the 
program. Selection of subjects— 
the actual programming—is the 
big stumbling block for many in- 
store training programs. The two 
big questions: What shall we 
teach? How shall we teach? First, 
let’s take the “what.” 

The first important rule: One 
subject per meeting. Never use 
more. Never let a meeting digress 
into two or several subjects. The 
concentration approach permits 
you to do an effective depth job, 
and to drive home each lesson or 
subject so that it sticks. 

Draw up as complete a list of 
subjects as you can think of. For 





With a training program, you have something very valuable to sell to the public 


example: Fashion; shoe fitting; 
customer handling; personal ap- 
pearance; refunds; accessory sell- 
ing; PM’s; shoe constructions; how 
to handle price resistance. These 
are but a few. But each one is 
sufficient for a full productive 
meeting—and some have enough 
instruction or information poten- 
tial to extend for several meetings. 

Take, for example, shoe con- 
structions. One meeting could dis- 
cuss important details about the 
basic components of shoes—the 
counter, box toe, insole, outsole, 
linings, etc. The next meeting 
could discuss the various upper 
leathers; the next might cover the 
basic shoe constructions (welt, 
cement, stitchdown, etc). 

The subject of fashion has many 
topic sub-divisions: how to co- 
ordinate and sell color; textures 
or surface grains and finishes of 
upper materials; new seasonal 
fashion trends and the “why” be- 
hind them; heel heights and heel 
shapes; lasts; etc. 

If, for example, you hold your 
meetings bi-weekly, then divide 
your meeting schedule into three- 
month “sections” of six or seven 
meetings. Let each three-month 
period cover a certain segment, so 
that over the course of a year 
you have four separate segments. 
These might consist of, for exam- 
ple, shoe constructions as one 
section; fashion as the second; 
shoe fitting as the third; and cus- 
tomer handling as the fourth. 

In advance programming, take 
one section or three-month period 
at a time and outline your plan 
in detail. You can schedule the 
program for the rest of the year— 
but not in detail. Allow the sales- 
people to concentrate on one sub- 
ject or section at a time. But re- 
member, the success of your meet- 
ings will depend largely on what 
you teach—and also on how ef- 
fectively you deliver it. 


@ 11. Poll your salespeople for 


programming. Before finaliziag 
your program, get the views of 
your salespeople. They know their 
weak areas, what they think they 
most want and need. Incorporate 
this into your own plan. Don’t let 
it be all one way or the other. 
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But give them a feeling of parti- 
cipation in programming. 

@ 12. Research your subjects. 
Don’t conduct meetings “off the 
top of your head.” Don’t presume 
that your own accumulated exper- 
ience contains sufficient—or even 
authoritative — information. Re- 
search your subject matter. Use 
the knowledge and experience of 
other sources. This adds power 
and depth to your subject, height- 
ens interest and value to your 
meeting. 

@ 13. Have salespeople take notes. 
Nobody remembers everything. No 
one can absorb it all in one sit- 
ting. If the salespeople take notes, 
and keep these notes classified by 
subject matter in a notebook, 
then they’ve got something to re- 
view and re-learn. Your effort has 
much better chance of sinking in 
and sticking. 

@ 14. Dramatize your meetings. 
The level of sustained interest 
depends up how well you teach, 
or how well you conduct the meet- 
ing. Nothing will flop faster than 
a series of dry lectures. The one 
key word: dramatize. Don’t make 
it a lecture. Make it a show. Use 
touches of theatrics. Above all, 
keep your meeting live. 

@ 15. Audience participation. 
Don’t make the meeting a mat- 
ter of one performer and the rest 
spectators. Get your audience— 
the salespeople—to participate. 
This can be done in many ways. 
@ 16. Question-and-answer period. 
Never, or almost never, let the 
meeting be interrupted by ques- 
tions and answers. This often 
wastes time, for many of the ques- 
tions are those that would be an- 
swered if the speaker or “teacher” 
were permitted to continue through 
the lesson. It’s better to have the 
salespeople take notes of their 
questions—then ask the questions 
after the full presentation has 
been made. 

@ 17. Use visual effects. Dry talk 
alone—-except in the hands of an 
expert—has a let-down effect after 
a while. So spark the instruction- 
al talk with visual effects and 
demonstrations. For example, make 
use of swatches, shoes, compon- 
ent parts, accessories, films (on 


loan), live models, audience parti- 
cipation, etc. 
@ 18. Bring in the experts. Oc- 
casionally invite one or more vis- 
iting experts to address or make 
presentations to your people. A 
manufacturer’s salesman on occa- 
sion to talk about the highlights 
of the new line; or a shoe fitting 
specialist; a local fashion spokes- 
man; a merchandising specialist; 
etc. Don’t invite them simply be- 
cause of reputation in their field. 
Some can be good experts but 
poor teachers or speakers. Make 
sure they’re effective as speakers 
or demonstrators or teachers. 
@ 19. Ask for appraisal of your 
salespeople. Periodically, take a 
“secret ballot” poll, via a simple 
questionnaire, of your salespeople, 
regarding the meetings. What do 
they most like about the meetings? 
And don’t like? What do they want 
more of—and less of? Are the 
meetings too short—or too long? 
Etc. These should be taken after 
each quarter or three-month sec- 
tion. 
@ 20. Package the lessons as a 
“script”. After each meeting — 
or after each quarter—the high- 
lights of each meeting or lesson 
should be “packaged” in a mimeo- 
graphed sheet. This now provides 
a simple “book” on the course. 
Keep it simple, condensed, short. 
Always try to leave something tan- 
gible with the salespeople—a writ- 
ten lesson, a sample swatch, or 
sample component part, etc. Visual 
effects combined with verbal 
teaching get the best results. 
When you develop a sound and 
interesting in-store sales training 
program, it shows up in improved 
and effective salespeople. You now 
have something very tangible and 
desirable to sell to the public: a 
fine sales staff that renders good 
service, knows its job and subject, 
and is productive. This becomes 
something to sell to the public 
—through your ads, your direct 
mail, your promotions, your local 
publicity. So you’ve not only made 
better salespeople, and more con- 
tented ones because of their im- 
proved earnings, but you've added 
another potent feature to mer- 
chandise in your store. 
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WHAT’S IN A SHOE AND HOW TO SELL IT 





shoe patterns 


The term “pattern” does not refer to the style of a shoe but to 
the forms by which the various parts of the upper are cut. No- 
where else in the shoe is there so much precision engineering. 


The pattern is one of the most 
essential parts of the entire shoe. 
It’s vital to the proper manufac- 
ture or assembly of the shoe, and 
equally vital to the fit, styling and 
functional performance of the 
shoe. 

Shoemen often speak of “pat- 
tern” as though it meant a partic- 
ular style or design of the shoe. 
For example, a moccasin or wing 
tip pattern. But actually, in the 
true sense, style and pattern are 
distinctly different. Patterns are 
the forms by which various parts 
of the shoe upper are cut. Just as 
in dressmaking there must be a 
set of patterns which are pieced 
together to make the dress—so in 
shoemaking there must be a set of 
patterns to properly assemble the 
shoe. 

Nowhere else in the shoe is such 
precision engineering involved as 
in the patterns. How the shoe will 
look, fit and function depend 
largely upon the engineering skill 
that goes into the design and mak- 
ing of the patterns, and the correct 
application of these patterns in 
putting the shoe together. 


A pattern engineer 

The so-called pattern man is ac- 
tually a model cutter, and more 
aptly termed a pattern engineer. 
He’s comparable to an architect. 
His original or model set of pat- 
terns must be as precisely engi- 
neered as a set of blueprints. He 
drafts his patterns, cut to exact 
scale in every detail, from special 
paper. Each pattern is adapted to 
a particular part or section of the 
shoe upper. This model becomes 
the complete layout to make a pair 
of shoes, and the pattern engineer 
sees to it that all the parts fit 
together. 
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An estimated 20 per cent of all 
shoe manufacturing firms have 
their own pattern engineers. This 
applies especially to the large and 
medium-large firms, or to the wo- 
men’s style manufacturers. Most 
of the other firms without their 
own pattern engineers buy pattern 
services from outside sources. The 
latter are known as pattern shops. 

Once the model or original set 
of patterns is designed, the actual 
making of the sets of patterns is 
done in a pattern shop which has 
the special manufacturing facili- 
ties required. Thus, a pattern shop 
operates a pattern engineering 
service, and also manufactures the 
actual patterns for the shoe fac- 
tory. Some of the pattern shops 
also offer a design service consist- 
ing of sketches of styling ideas. 

There are about 30 such shoe 
pattern shops in the country. They 
employ about 250 pattern engi- 
neers. There are some 200 addi- 
tional pattern engineers employed 
in shoe factories. It takes about 
five years apprenticeship to be- 
come a pattern engineer — then 
many more years to develop this 
combined art and science to re- 
finement. 

The pattern shops do a business 
totaling about $3 million a year. 


Parts of upper patterns of a man's 
wing-tip oxford. 


by WILLIAM A. ROSSI 


They produce nearly two million 
pattern models and pieces. 


Making of a pattern 


It all starts with a shoe sketch 
or design, or an actual shoe sam- 
ple. This is to be translated into a 
set of patterns. First, the model 
cutter or pattern engineer must 
have an intimate knowledge of 
every phase of the shoe manufac- 
turing operation. He must know 
every type of construction, for the 
patterns on any given style are cut 
differently for one construction 
than for another. He must know 
the price range of the shoe—for 
the way he designs the model pat- 
tern is influenced by the shoe’s 
price bracket. And he must have a 
thorough understanding of all up- 
per materials and their different 
functional characteristics. 

First, the model cutter has the 
actual last for which the patterns 
are to be made. He translates this 
three - dimensional wooden form 
into a two-dimensional form. From 
this draft he cuts the 4B model 
from which the other sizes will be 
graded. We also. makes “extreme 
patterns.” These consist of the 
largest and smallest sizes in the 
size run. Thus, when the patterns 
are graded for sizes and widths, 
they’re graded from the largest 
size down, and the smallest size 
up, and also in the middle. This 
assures that the grading of sizes 
and widths will always be in ac- 
curate proportion, up or down on 
the size scale. All good shoes util- 
ize extreme patterns. This assures 
good fit. 

The next step is to duplicate 
each of these patterns in sheet 
metal for use as templates in the 
grading operation. There is a sep- 
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arate pattern piece for each upper 
part. For example, tip, foxing, 
saddle, vamp, etc.—plus duplicate 
sets for linings. Each shoe will 
have, on an average, between five 
and eight individual parts; as few 
as three parts on an unlined shoe; 
and as many as 10 parts on a lined 
shoe. A single style of shoe in a 
combination of 50 different sizes 
and widths might require a total of 
500 individual pattern pieces. Mul- 
tiply that, say, times 20 different 
styles introduced by one style man- 
ufacturer for a new season, and his 
season’s production may involve 
around 10,000 individual pattern 
pieces. The life of those patterns 
may be only one or two seasons for 
a style item, or four or five seasons 
for a more staple type. 


The grading machine 

The metal templates are then 
placed on the grading machine. 
This ingenious device operates on 
the principle of a pantograph ma- 
chine. Once the calculations are 
set,” the machine mechanically 
turns out the patterns to duplicate 
the shapes of the original models, 
and in all the desired sizes and 
widths, made out of special card- 
board. Before the patterns are 
shipped to the manufacturer, there 
is an extremely careful recheck on 
all the patterns for accuracy. The 
patterns then go to the shoe manu- 
facturer with detailed instructions 
as to their application. Each pat- 
tern piece is carefully stamped as 
to the number of the last, size, 
width and style number. 

The factory then orders cutting 
dies of all the required types and 
sizes. These dies are used to cut 
out the pieces of leather or other 
material in the duplicate shape of 
the patterns. 


a 


Fitting trials 

Now comes the test as to whether 
the patterns are accurate in every 
detail—whether the shoe fits pre- 
cisely as it should. Actually, be- 
fore the shoe manufacturer orders 
the full sets of production pat- 
terns, along with the full sets of 
cutting dies, he orders trial pat- 
terns and trial cutting dies. If the 
fitting trials work out satisfactor- 
ily, he then puts in the full order 
for patterns and dies. The trial 
patterns and dies simply permit 
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him to make any changes or cor- 
rections necessary before commit- 
ing himself to the full order. 
Every good shoe manufacturer 
puts his new patterns through fit- 
ting trials. Great pains are taken 
with this, because, in terms of fit, 
this can make or break a shoe at 
the retail level. Usually a live 
model wears the trial shoes for the 
fitting trials. This puts the shoe to 
a live test. Does the shoe gap at 
the side? Does it slip at the heel? 
Does it wrinkle or “break” improp- 
erly at the vamp? These and many 


Molding to the last. The mold is used 
to make a correct last draft of all 
contours which have been drawn on 
a flat surface. This “design stand- 
ord” is made over the last mold on 
paper, giving the correct outlines 
of all parts of the shoe upper. 


other details are observed and 
checked. Corrections are made 
where necessary. The final patterns 
must resolve into a perfect fit. This 
achieved, the shoes are ready to 
go into production, with assurance 
that they’re right. 


The shoe will fit 


Thus, when the last is right, and 
the patterns are right, there is now 
every good chance that the shoe will 
fit properly. And also, there is as- 
surance that the shoe will hold its 
shape well with wear, because there 
are no cross-tensions to “pull” the 
shoe out of shape in standing or 
walking. 

So meticulous is the good shoe 
manufacturer today that he will or- 
der trial patterns in sizes 4-6-8-B’s, 
and often in other sizes and addi- 
tional widths, so that there’ll be al- 
most no chance of any fitting errors 
in the size gradings of the patterns 
and fitting qualities. Also, the pat- 
tern maker works with extremely 


fine tolerances—as small as 1/64th 
of an inch, an even greater. It can 
be seen, therefore, that “precision 
engineering” is an apt term for to- 
day’s pattern-making. 


Pattern juggling 

Other shoe manufacturers, though 
in the minority, are less conscien- 
tious and meticulous. A practice 
called “pattern juggling” is not al- 
together uncommon. And this is 
often the root of most shoe fitting 
problems or “poor fitters” as some 
faulty shoes are called. “Juggling” 
is simply a mis-use of patterns in 
an effort to “economize.” For exam- 
ple, a manufacturer may use a set 
of patterns on a 17/8 heel last— 
though the patterns were designed 
originally for a 19/8 heel last. Or 
he'll “skip” some sizes and widths, 
though the shoes come marked in all 
sizes and widths. By skipping sizes 
and widths he presumably saves on 
pattern and die costs. 

Pattern juggling is becoming less 
common, and is usually found— 
when it exists—in cheaper shoes. It 
can have serious effects upon the 
fit, wear and appearance of the shoe. 
For example, by creating undue ten- 
sions, it can affect toe spring, or 
heel pitch, or ball tread. It can 
cause the shoe to wrinkle, gap or 
otherwise distort. And even in the 
hands of the most expert fitter, such 
a shoe cannot provide correct fit for 
the foot. 


Trial shoe specifications 

A set of patterns is designed and 
cut to exacting specifications for a 
given shape of last, a given heel 
height. It is also designed for cer- 
tain materials of the shoe—such as 
any of the various leathers or other 
upper materials. If the shoe is to 
be made of calf, but the trial shoes 
use a stretchy leather, or a fabric, 
for “test” purposes and economy— 
then even the best patterns won't 
give a good-fitting shoe. Patterns 
are made with certain “tolerances” 
adapted to each type of material, 
and each type of construction. Thus 
the trial shoes must be made with 
the same materials and the same 
construction that the specifications 
call for. When this isn’t done—and 
sometimes it isn’t—it becomes an- 
other form of juggling. 





Ilustrations courtesy Shoe Pattern 
Manufacturers Assn. 
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Has your pegboard gone to pot? 


A well decorated pegboard says to the consumer: ‘‘Here are 
shoes YOU’LL WANT!” Adding accessories your customer 
doesn’t expect may help sell the shoe styles on display. 


When you start hastily clipping 
a few shoes on your pegboard and 
quitting there, your pegboard has 
gone to pot. It has ceased to be a 
lively advertising medium for you. 
As a sales booster, it has ceased to 
carry its rightful weight in gold. 

Competition among shoe stores 
and departments is at an all time 
high. New units are opening every 
week. A revitalized pegboard can 
help you meet the new competition 
and stay abreast of established 
competition—if you will let it. 

Stop a minute and consider what 
your pegboard says to the custom- 
er. Does it say, “Here are shoes 
THIS STORE CARRIES”? If that 
is the only message your pegboard 
relays, it is not doing a complete 
selling job. It is not creating the 
desire for shoes. 

A well-decorated pegboard should 
say this to the customer: “Here are 
shoes YOU'LL WANT!” 

How does a retailer make his 
pegboard deliver maximum selling 
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power? Through the addition of 
distinctive and original comple- 
ments to the shoes themselves. Call 
them accessories, call them tie-ins, 
call them gimmicks. Whatever the 
term, these gimmicks are the mes- 
sage bearers, the association-mal:- 
ers, the story tellers. 

Accessory ideas are everywhere. 
Adding something your customer 
doesn’t expect may help sell the 
patterns on display. Accessories 
carry added value by helping make 
any store more interesting in ap- 
pearance, more awake in feeling. 
Every retailer wants his customers 
to talk behind his back—favorably. 
Lively merchandising of your peg- 
board may create favorable com- 
ment. 

The following accessories are of- 
fered only as springboards to help 
you decorate your pegboards in line 
with the image you want for your 
store. All gimmicks should be time- 
ly, attractive, colorful and com- 
patible with your store image. A 


by VIRGINIA MARSHALL 

pegboard featuring; women’s cas- 
uals in a family type neighborhood 
store might accessorize with gay 
seed packets and trowels more suc- 
cessfully than with a bottle of 
Chanel No. 5 and a $25 silk scarf. 
In the same neighborhood store 
where male customers are do-it- 
yourselfers, pegboards would in- 
corporate informal accessories, 
such as a hammer, scroll saw and 
a bright-jacketed book titled “A 
Hundred Hints for the Handy- 
man.” Similar men’s slipons on a 
pegboard in a top fashion store 
might use a red host’s vest and a 
long brass shoe horn. 

Each season opens up a whole 
new vista of pegboard ideas. Let’s 
start with travel or vacation shoes. 
Any of these accessories could be 
adapted to a vacation shoe peg- 
board: a fan of state maps (free 
from your service station) and a 
pair of sunglasses; a striped beach 
bag and a bottle of sun tan oil; a 





camera, film pack boxes, light 
meter swinging on cord; foreign 
travel folders (free from travel 
agencies) with the boarding pass 
envelope from one of the airlines; 
an open copy of Arizona Highways 
or other full-color magazine with 
a fanciful piece of driftwood from 
the local creek bank; a straw cart- 
wheel hat with streamers; the col- 
orful jacket of a_bull-fight-music 
recording, together with a plastic 
rose and square of black lace; a 
men’s chef cap and barbecue tools. 


Write us 
for product 

| information 
on the complete 
NAVIGATORS line 


Record jackets and book jackets 
presep: a never ending source of 
accessories. Most of these jackets 
are beautifully designed to attract 
favorable attention. If a record 
shop or bookstore adjoins your 
shoe store, you may be able to 
borrow jackets provided you attach 
a small card giving the other store 
credit. The record shop owner may 
borrow a pair of your shoes on the 
same basis. Tie-ins of this type are 
also possible with apparel stores 
handling gloves, scarfs, hats and 








costume jewelry. 

When fall selling approaches, 
ask your wife’s garden club to pro- 
vide corsages made from dried 
plant materials. Their russet, 
brown and tan tones complement 
women’s brushed casuals. A trip 
to your local variety store or hobby 
shop will uncover unusual, timely 
and easy accessories for your back- 
to-school pegboard. While you are 
there, check the toy counters for 
displayable space men and rockets 
to go on your children’s pegboard 
when the pencil-notebook-protrac- 
tor-crayon routine comes down. The 
more unexpected the accessory the 
better story your board will tell. 


More pegboard ideas 

College business should not be 
overlooked for both men’s and 
women’s pegboards. If you have a 
local college, pay it tribute. Many 
of your customers will be attend- 
ing. Visit the college bookstore. 
It may provide accessory material 
imprinted with the college seal. 
Greek letters and replica fraternity 
pins jigsawed from plywood bring 
college pegboards to life. 

One retailer who does a good 
teen business cut plywood in the 
shape of an oversized football, 
painted it brown, left a white space 
on which he entered (after each 
Saturday’s game) the score—as 
King High 13—Central 6. The 
football, flanked by a plaid scarf 
and a cheerleader’s tasseled wand, 
became the focal point for his eye- 
level high school pegboard. Again 
it paid tribute to a school and an 
activity close to teenagers’ hearts. 

Spring pegboards bring displays 
around to colorful trout flies; rods 
and reels; a yachting cap, can of 
spar varnish, and ribbed sox; arti- 
ficial flowers of all kinds; minia- 
ture umbrellas with rainboots; 
seed catalogs and green thumb 
garden gloves; replicas of sports 
cars with a copy of a rally pro- 
gram; Boy Scout neckerchief slides 
with neckerchiefs; men’s pipes 
with nursery catalogs. Ideas for 
every season are endless. Keeping 
a list of possibilities will pay off. 

A pegboard can tell a story, de- 
liver a merchandising message, 
help you sell more shoes—if you 
don’t let it go to pot! 
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Men’s shirt give-away 
stimulates shoe sales 


Harking back to the days when every youngster 
got a free basebal] bat with a shirt or a pair of shoes, 
owner Leo Williams of the Las Vegas Bootery, Las 
Vegas, Nev., bought $800 worth of “give-away” white 
shirts to stimulate men’s shoe sales during the winter. 

Volume normally collapses during the extreme cold 
months of the year, even though the Nevada gambling 
city and its fabulous “strip” attract heavy crowds on 
week-ends. In 1961, Williams proposed to keep volume 
at something like the normal level, and hit upon the 
idea of offering a free dress shirt with every pair 
of shoes bought in any price bracket. 

Already on excellent cooperative terms with Fox’s, 
a men’s wear retailer just around the corner from the 
Bootery, Williams worked out an unusual agreement. 
Under its terms, the apparel store simply set aside 
an $800 inventory of white dress shirts in all sizes, 
and handed them over to any customer who brought 
a certificate from the Bootery. 


“The plan worked out very well,” Williams said. customers 


“All of the $800 in shirts were gone in the space of 


60 days—and volume was something like 2% times 2 

what it was for a similar month in 1960.” walki I 1m awa y 
Along with the dress shirts, Williams also made * 

better-quality high-end sport shirts available with 

top-price shoes in the $20.00 to $30.00 bracket. The in your 

men’s apparel store cooperated gladly, inasmuch as 

most customers coming in to pick up the “free shirt” 


could be counted upon to at least add a pair of socks, 
a necktie, or some other purchase to the give-away. 


Phone calls 


insure repeat business | 

Even the most extreme care in fitting children’s | DEVICES ARE CUR- : 
shoes will not insure repeat business if the retailer | TAILING SHOPLIFTING : 
doesn’t follow up by telephone, according to Ernie IN SHOE STORES 


Brewer, operator of three Ernie Brewer Children’s 
shoe stores in Phoenix, Ariz. oN . EVERY DAY! 
Brewer credits a higher than average unit sale to | 


the fact that all difficult fittings are followed up by 

telephone. Even where fittings were not particularly | lot of iS to 20 dentine hoc An Ran _— 

difficult, Brewer follows up the sale just to find out if | prevent the others from stealing by ‘aicounah ng 

the customer was thoroughly satisfied. them before they start. And it’s done with no one 
Brewer keeps a size record on all children’s shoe watching them . . . saving all types of shoe stores 

sales, and red-tabs all those which involved difficult millions of dollars. Proved effective by Hargrave 
R Secret Service. Write for field report. 

fitting or where the parents expressed concern over 


’ . FREE THEFT CONTROL ANALYSIS... 
the children’s foot problems. The cards are followed A Se0-All Engineer will draft s com- 


up in three weeks by a call. plete theft Control Plan for you, at no i 
Phone calls are made during the mid-morning or cost or obligation. Write for details. Soe 
mid-afternoon when mothers are likely to be at home. y 


In addition to the phone call, the usual automatic . 
postcard follow-up within 12 weeks is made. This NORMAN INDUSTRIES.INC. 


does not have the impact of the call because of the : . 7 Ey 
large amount of direct mail the average home owner Dept. 8-51, 814 Diversey Parkway ° Chicago 14, Illinois 
is deluged with. 


May 15, 196! 





WORTH WRITING FOR 





SALES AIDS TO 


Foot care material 


The National Foot Health Coun- 
cil has prepared an assortment of 
foot health educational material for 
school teachers, parents and chil- 
dren which it distributes free. This 
material consists of folders, pam- 
phlets, small posters, etc., much of 
which would serve excellently for 
promoting good will and improving 
foot health among shoe store cus- 
tomers. All of it recommends fre- 
quent check-ups of foot size for 
growing children and emphasizes 
the dangers of out-grown shoes. 
There is a foot-size chart which is 
being requested daily by more than 
500 teachers and parents from all 
parts of the U. S., Canada and 
other countries. Write National 
Foot Health Council, Phoenix Bldg., 
Rockland, Mass. Free. 


Show windows 

The elements necessary for cre- 
ating effective window displays are 
discussed in Small Marketers Aid 
No. 63 produced by the Small Busi- 
ness Administration. It deals 
with planning and policy, change 
schedule, individuality, the impor- 
tance of color and other aspects of 
using window displays as selling 
tools. Making the Most of Your 
Show Windows. Small Business 
Administration, Washington 25, 
D. C. 


Style trends for fall and winter 


The Shoe Fashion Board of 
St. Louis has prepared a 20-page 
booklet reviewing footwear for 
fall and winter ’61. All categories 
are covered. The brochure describes 


and pictures with sketches im- 
portant style trends, colors, leath- 
ers, treatments—a comprehensive 
aid to retailers in both their buy- 
ing and also their promotional 
plans for the season ahead. Copies 
are available for the asking—no 
limit. Request them for your entire 
sales staff if yeu wish. Address 


60 


HELP YOU 


The Shoe Fashion Board of St. 
Louis, 504 Shell Building, St. Louis 
3, Mo. Free. 


Success for independent retailers 

Some of the topics treated in this 
publication are The Future of the 
Independent Store, How to Insure 
an Effective Downtown Operation, 
How to Utilize Community Co- 
operation Advantageously, How to 
Expand . .. Downtown or Shopping 
Center, How to Overcome Manage- 
ment Problems. The Successful Fu- 
ture of the Independent Retailer. 
Smaller Stores Div., National Re- 
tail Merchants Assn., 100 W. 31st 
St., New York 1, N. Y. Members 
$3.25; non-members $5. 


Starting a small business 

A publication issued by the Small 
Business Administration describes 
the common problems of launching 
a small business and suggests spe- 
cific steps to help those interested 
in starting and managing a small 
business to arrive at sound de- 
cisions about these problems. Start- 
and Managing a Small Business 
of Your Own (1H). Supt. of Doc- 
uments, U. S. Govt. Printing Office, 
Washington 25, D. C. 40¢. 


Keeping in stock 

The problem of keeping mer- 
chandise in stock is treated in this 
new NRMA publication. Included 
are unit control forms to be used 
for various departments. Effective 
and Economical Ways of Keeping 
in Stock. Merchandising Div., Na- 
tional Retail Merchants Assn., 100 
W. 31st St., New York 1, N. Y. 
Members $3; non-members $6. 





Pamphlets, booklets, sales aids 
and similar material of interest to 
RECORDER readers, will gladly be 
included on this page. Address: 
Editor, Worth Writing For, BOOT 
AND SHOE RECORDER, 56th & 
Chestnut Sts., Philadelphia 39, Pa. 


MOVE MORE MERCHANDISE 


How to sell more footwear 

A new folder is available de- 
scribing the advantages and 
principles of the Merlin High 
Pressure Direct Molding Process. 
It gives background information to 
help retailers with sales presenta- 
tions and includes suggestions on 
how to merchandise shoes more 
effectively. It is written for both 
manufacturer and retailer. How to 
Sell More and Better Footwear 
the Merlin Way. C.1.C. Machinery, 
Inc., 610 Atlantic Ave., Boston 10, 
Mass. Free. 


Discount house directory 


A directory of discount houses 
and self-service department stores 
is being published by the National 
Research Bureau. This is a first 
attempt at a directory of discount 
houses. It misses some discount 
houses but is a worthwhile list for 
anyone interested in this form of 
distribution. 1961 Directory of Dis- 
count Houses and Self-Service De- 
partment Stores. 165 pp. National 
Research Bureau, Inc., 415 N. 
Dearborn St., Chicago 10, Ill. $25. 
Also available to National Shoe 
Manufacturers Assn. members at 
$20. Order through the NSMA 
office, 342 Madison Ave., New York 
17, but do not send check. Members 
will be billed direct by National 
Research Bureau. 


Your first branch 

This NRMA publication gives the 
experience of merchants who have 
been through the mill themselves 
in establishing branch stores. It 
includes a check list for anticipat- 
ing every problem and also the 
forms you must have to move 
stocks from main store to branch. 
Merchandising Problems in Plan- 
ning the First Branch Store. Mer- 
chandising Div., National Retail 
Merchants Assn., 100 W. 31st St., 
New York 1, N. Y. Members $3; 
non-members $6. 
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You can collect bills with telephone calls 


It takes time to plan and write a collection letter. 
And, a letter, once it is written and mailed, is still 
only a one-way message that leaves you wondering if 
the customer is mailing the payment, just thinking 
about paying or filing your bills in a wastebasket. 

You wait. Then, you send a second letter and wait 
again. All of this time your money is tied up and your 
chances of collecting are diminishing. 

One solution to this problem is your telephone. Use 
it. It’s a fast way to make your collection pitch and 
it lets you know within minutes whether or not your 
customer has intentions of paying—and when. You 
know whether or not legal pressure will be necessary 
to make the collection. 

Here are a few basic suggestions for making tele- 
phone collecting easy and productive: 


Make sure you have the right person 

Make sure the right person is on the line before you 
reveal the reason for the call. If you give away the 
purpose of the call before you locate the proper party, 
the customer has a chance to decide against being in 
at the moment or you might even get a quick “wrong 
number” reply. 

One good way to open is: “I’m calling Mr. John 
J. Jones.” Make the statement and pause for an an- 
swer. After you get Mr. Jones proceed. 

This approach is specific. It rules out the possibility 
of talking to the wrong party, it arouses curiosity and 
it encourages an answer. 


Now, tell why you called 

While the customer is still curious, state your pur- 
pose—but not too bluntly. Then, pause and let the 
customer do the talking. 

Two suggested conversation openers are: 

“As you know, Mr. Jones, you have a smal! balance 
on your account at Brown’s Shoe Store.” 

“Did you realize you still have a smal) balance on 
your account at Brown’s Shoe Store?” 
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The as-you-know approach is a good way to get 
agreement. And, a question will get a response and, 
in many cases, an immediate promise to pay. 

Once you’ve made your pitch, wait for an answer 
and be ready to jot down notes. Don’t interrupt the 
customer. Let him get all of the ideas off his chest. 
Errors in fact will come out as the customer continues 
talking and excuses will be obvious. 


Give the customer a choice 


Use phrases that give the customer a choice. It’s 
not a choice between paying or not paying, but a choice 
between paying today or tomorrow. 

One way to handle this is to ask, “When can I 
expect your check?” But, a better, more specific, al- 
most urgent sounding question is, “When can I expect 
your check—tomorrow or Friday?” 

Nail down a customer’s promise with repetition. 
Many retailers have found that this technique produces 
the best results. For instance, a customer may say, 
“I'll pay this Friday.” To drive the promise home, 
you might respond, “That's fine. I’ll expect you in to 
pay this on Friday. Is that right?” 

If a customer gives a vague indefinite answer about 
when payment will be made, your technique for nailing 
down the commitment must be different. If a cus- 
tomer says, “I'll be in sometime next week to settle my 
account,” you can respond by saying, “Can I count on 
your having the money in by Wednesday of next 
week?” 


Make follow-up telephone calls 


Any form of collection—and telephone collecting is 
no exception—requires prompt follow-up action. Once 
you have a customer’s commitment, write it down and 
put it into a daily file. If the payment day arrives and 
the money doesn’t, pull the card and place another tele- 
phone call. A second call usually convinces the cus- 
tomer that you will not allow your bill to be put off 
forever. 





How can you 
be sure 
about a fitting? 


Some shoe salesmen feel if they measure a custom- 
er’s feet properly, a proper fit is automatic. They are 
the shoemen who have become the servants of a device 
rather than the users of a mechanical servant. No 
mechanical device ean give you the correct shoe size 
every time. 

A proper fit is the result of experienced, trained 
personnel checking each shoe they place on a foot 
with sensitive fingers and a sharp eye. 

Behind every good shoe fitter there is a thorough 
knowledge of the human foot and an equally thorough 
knowledge of last and shoe construction. 


the device indicates. 


Fit both shoes on the customer 

@ After you measure both feet, get one pair o 
shoes from stock and fit both of the shoes to the c 
tomer’s feet. Lift the tongue of the shoe and 
the shoe firmly onto the foot bef inserting 
shoehorn at the heel. With the aid of the 
the foot should slip easily into place. 
done, wait a minute before lacing the 
wait allows the customer’s feet to get accustomed 
the new shoes. 

@ The next step is the most important 
insure properly-fitted shoes. Check the posi 
the ball joint in the shoe. Many shoe fitters use 
thumb to check this, but it is 
instead, you place your hand across 
ean feel for the ball of the foot 
of the shoe with your index finger. 
unlike your thumb, will fit ove ball 
down into the space between the upper and 

@ Use your fingers to check the shoe upper 
rial under the arch. Make sure the material is smooth 
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and snug to the foot. If there are wrinkles and folds 
when the foot flexes, the shoe isn’t the proper size. 


See that the vamp feels right 

@ For the next fit check, place your hand so the 
index finger is tight on the outer edge of the sole and 
draw the thumb across the vamp. Do it with a slight 
pressure and you should be able to tell if the foot 
fills the shoe without tightness or excessive fullness. 
Tightness will cause a bad vamp crease and looseness 
will result in bite at the toes. 

@ In a shoe which is the proper fit, the weight of 
the body is carried on the innersole and not on the 
shoe upper. To determine this, have the customer 
stand and then place your thumb at the ball of the 
foot and try to work the four fingers between the 
welt and upper on the outside of the shoe. If you 
get pressure on the fingers, the weight is being car- 
ried on the upper and the shoe doesn’t fit properly. 


If a welt shoe is properly fitted, the customer will 
always be able to see the welt sole. 

@ Use your thumb to check the correct length. Find 
the position in the shoe of the large toe. If you have 


difficulty, ask the customer to move his toe. Make 
the check while the customer is standing. 


Check for fit at the instep 

@ A shoe should fit snug over the instep. There 
should not be too much fullness nor should the shoe 
be tight at that point. The best way to check this is 
to place your thumb under the arch and your fingers 
on the outside of the shoe at the shank. Draw the 
thumb and fingers together so they meet at the eye- 
lets at the throatline. You can feel the fit. 

@ If you insert your thumb in the shoe between 
the ankle and the counter and place your fingers at 
the heel seat, you can determine by pressing with the 
fingers and snapping out the thumb, whether or not 
the shoe is snug at the heel. If it isn’t, there is a 
possibility of quarter gap. This is the result of a 
foot shape which is other than normal. 

@ The final test is one to determine that the shoe 
shows proper vamp crease. The customer should 
stand, raise his heels and shift his weight forward 
onto his toes. A shoe that fits properly will show two 
straight creases across the vamp. 
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An Authentic Tribute “ i American Past... 


in sl 
{CENTENNIAL & 
& BOOT iu 


A truly unique FRYE boot — an 
authentic reproduction of a style 
widely popular in both the North 
and South during Civil War 
days and the epic days of the 
opening of the Wild West - 
faithfully reproduced now as a timely commemoration 
of America’s struggle for unity ... the same singleness 
of purpose that has characterized the efforts of FRYE 
bootmakers since 1863. 
JUVENILE CENTENNIAL BOOT 
B and D widths — Sizes 842-3, 342-6 


ADULT CENTENNIAL BOOT 
B and D widths — Sizes 6-12 


\ use 


A FREE PREMIUM PACKAGE WILL BE AVAILABLE 
WITH THE CHILDREN’S BOOTS 


1. Authentic fac-simiie of Civil War currency 
2. Centennial insignia 
3. Membership Card in Light Horse Cavairy Unit 


4. Pressure- sensitive tape with the initials “U. S. A.” or 
. S. A” to be applied to the outside of the boots 


CRO 
The Frye Centennial Boots will be an exciting stim- 


ulant to sales during the celebration of the Civil 
War commemoration. 


JOHN A. FRYE SHOE COMPANY, INC., Marlboro, Mass. 





NEW PRODUCTS 





Pointed shoe tree 

New “Ga-Lite” shoe trees are de- 
signed to fit the newest in pointed 
toe shoe styles. Packaged on self- 
display counter cards and available 
in five pastel colors, they offer re- 
tailer an opportunity for extra 
profits on sales of pointed toes. 
Trees keep toe styles new looking, 
are ideal for re-shaping shoes after 
rainy day wear. 

Lightweight plastic has high 
durability, will not crack, warp or 
discolor. Spring steel handle gives 
firm pressure against the shank 
when stretching delicate materials. 
Trees can be imprinted with indi- 
vidual store name. SOURCE: O. A. 
Miller Div., United Shoe Machinery 
Corp., Boston. In Canada, through 
Willeco Industries, Ltd., Montreal, 
P. Q. 


Keeps shoelaces tied 

“Lace-Tite,” a plastic clip that 
keeps shoe laces from coming un- 
tied, is now on the market. Intended 
primarily for children’s shoes, the 
device has also been found useful 
for athletes. The clip slides over the 
end of the shoelace knot and the 
ends of the laces are threaded 
through two holes. Retails for 
about 389 cents for two pair. 
SOURCE: Lace-Tite Co., Box 3011, 
Greensboro, N. C. 


New suede-like material 

A new patented-process vinyl 
material called Swade is being in- 
troduced by Federal Industries. 
The new material can be made in 
two finishes, the sporty buckskin 
type or a fine finish that looks like 
suede. It is adaptable for Cali- 
fornia, Compo or Soft Sole con- 
struction. It is a 28-ounce finished 
weight material and is manufac- 
tured 54 inches wide in a range of 
15 colors. 

Swade can be cleaned with soap 
and water, will not water-mark or 
raim spot and is scuff, scratch and 
stain resistant. Tests by U. S. Test- 
ing Laboratory certify its strength, 


durability and other characteristics. 
It will be shown at the Allied show 
in June. SOURCE: Federal Indus- 
tries, 681 Main St., Belleville 9, 
N. J. 


Heel seat lasting machine 


Developed for cement heel seat 
lasting on various types of shoe 
constructions and for al! shoe sizes, 
this new machine is of excellent 
construction and has a number of 
advantages. Move of the wiper 
plates is adjustable so that the ma- 
chine may even be used for lasting 
welt shoes. Temperature in the 
heated wiper plates is adjustable 
and can be set to needs of shoe 
upper material. In addition, all 
types of counters may be used. 

Pressure band is formed accord- 
ing to the last and strong pressure 
of the wiper plates gives a clean 
heel seat. Machine is easily han- 
died with the shoe inserted onto the 
last support, which is carried into 
working position. SOURCE: Atlas- 
Sandt Corp., New York, N.Y. 


Automatic labelling machine 
Paper and fabric labels can be 
easily produced from low cost roll 
stock at speeds up to 100 per min- 
ute with the new Model 126 label- 
ling machine. Roll stock is fed au- 
tomatically to make high quality 
imprint for identifying parts. Many 
types of data can be imprinted by 
inexpensive metal address plate 
which can be made as needed and 
can be replaced quickly when new 
information is to be imprinted. 

In the printing operation, a guil- 
lotine attachment cuts through only 
the pressure-sensitive label stock, 
leaving the backing paper intact. 
Labels can be simultaneously re- 
wound or cut off and stacked to be 
peeled from the backing when 
needed. Machine may be equipped 
with a pre-determining counter 
which automatically stops it after 
pre-set number of labels has been 
run. Pressure-sensitive labels can 
be applied economically to plastics, 
electrical and electronic products 


and parts, tools and other metals, 
shoe and clothing boxes, bottles, etc. 
Four different models available, 
providing one- or two-color im- 
prints up to 2% x 6 inches. 
SOURCE: Markem Machine Co., 
Keene, N. H. 


Estane toplifts 

Introduced under the trade name 
“Novitane,” new Estane toplifts for 
women’s shoes feature a unique 
polyurethane material with out- 
standing abrasion resistance. Com- 
pany reports the lifts do not spread 
or develop sharp edges under im- 
pact. The new product has enough 
resiliency to absorb some of the 
impact shock of walking yet 
“clicks” with every step. SOURCE: 
B. F. Goodrich Industrial Prod. Co., 
Akron, O. 


Simulated stacked leather 


A simulated stacked leather grain, 
“Shadow Tone,” may be applied to 
any heel materia! in any heel style. 
Unique features include faithful re- 
production of leather grains and 
colors and exclusive Armor - bond 
which produces a finish that will 
not check or crack. Described as 
offering many new possibilities in 
imaginative styling for high and 
medium heels. 

New styling possibilities are also 
provided by the “Masquerade” line 
of wedge heels. This line features 
simulated stacked leather grain ap- 
plied with Armor-bond finish that 
eliminates checking or cracking. 
SOURCE: Dan Lewis, Inc., Dover, 
N. H. 


New welt insole 


Newly - developed polymer fiber 
combination for use in insoles for 
both Goodyear welt and cement 
processes. Material is described as 
outstanding in moisture absorption. 

Firm is also offering samples and 
applications for new Darex latices 
and hot melt adhesives. SOURCE: 
Dewey and Almy Chemical Div., 
W. R. Grace & Co., Quakertown, 
Pa. 
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i “She said she wanted genuine stacked heels 
1 — not ‘Barber Pole Heels’. 














Be sure you sell genuine 


ae Stacked Heels! 


Look for the exclusive wedge construction. 


THE GEORGE O. JENKINS CO. 


Bridgewater, Massachusetts 





SPECTRO® BRAND WHEELING BOARD {I$ ALSO MADE IN CASEYVILLE, ILLINOIS BY WESTERN 
FIBRE CO... IN CANADA BY BENNETT LTO... FORT CHAMBLY, P QO, AND IN THE UNITED 
KINGOOM BY SYSTON FIBRE BOARDS LTO... SYSTON NR LEICESTER, LEICS. 
1F HEELING BOARD 15 MADE BY ANY OTHER MANUFACTURER, IT'S NOT SPECTRO! 
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Variety stars in 
Guild fall showings 


(CONTINUED FROM PAGE 48) 


vamps in daytime shoes are gen- 
erally narrow with squared or U- 
shaped throats, opened up shoes 
look new again in cocktail and eve- 
ning shoes. Lowered backs are ap- 
pearing all over. Side and back de- 
tails, including a very new “spat” 
look that wraps around from the 
inside of shoe, are good in dressy 
shoes. There are cut-outs at sides 
and backs. One top fashion house 
is showing elasticized sling heels 
on square or wine glass heels, and 
pale ballet slipper padding at throat 
of one style to simulate the look of 
a ballet shoe. At another top house, 
a triple needle black suede shoe on a 
24/8 heel with D’Orsay cut and 
wide instep strap is reminiscent of 
the 20s and 30s period. 


COLORS 

Rust browns for early promo- 
tions, to be followed by deepened, 
blackened shades of brown and, to 
a lesser extent, grape and olivy 
greens. Otter and similar neutrals 


DANSKIN, iNC. 


DANSK 


continue importantly. Colored ani- 
line patent in dark colors. Black 
with brown is the only color combi- 
nation selling well. One high-fash- 
ion house is selling some brown 
with color. Black continues in the 
number one spot as always. In fab- 
ric shoes, dyeable lamé and silk, as 
well as black and pale brocades, are 
being shown. Very new too, a 
ribbed silk satin shoe, half black, 
half brown. 


LEATHERS 


Aniline patent and reptiles are 
promotional. The latter include se- 
quin serpent, lizard and alligator. 
Black calf with brown snake or 
lizard for day and gold snake with 
gold kid for evening are two ex- 
amples of well-liked combinations. 
Colored ostrich is at two top fash- 
ion houses. Even though plain calf 
will continue as top seller, there are 
a number of interesting variations. 
In tailored shoes, matte and grained 
types look very right. In dressy 
shoes, embroidered calf is news. 
There is some kid and glove-type 
leather and a little antiqued, hand 
rubbed leather. 


Variety in lasts can sell 
shoe wardrobe: Troy 


In 1929 the average woman pur- 
chased 31% pairs of shoes a year. 
In 1961 she purchased slightly less 
than four pairs. 

Seymour Troy, famed shoe de- 
signer and a last style consultant 
with Vulcan Corp., Cincinnati, cited 
these figures to show greater vision 
and versatility is needed to in- 
crease women’s purchases. 

“The American shoe last maker 
can do for the human foot what 
the hairdresser has done for 
milady’s hair,” Troy told Vulcan 
Shoe Products division plant man- 
agers and sales representatives. 
The creation of variety in last and 
style would help bring about a situ- 
ation where the modern woman 
would consider variety in her foot- 
wear wardrobe as mandatory as the 
professional care of her hair. 

“Now in 1961,” Troy added, “the 
shoe industry, for the first time in 
10 years, is truly conscious of these 
facts. A fulfillment of the vision 
in the industry can supply an. un- 
believable upsurge in shoe buying.” 


THE ONE AND ONLY 
BIG NAME BRAND 


INS Je 


TIGHTS: LEOTARDS:- TRUNKS 


DANSKINS— 
favorites for 


everyday 


wear, too. 
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TRADE TRENDS 





AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


Production uptrend beginning? 

There's a good chance that the upturn in shoe pro- 
duction, not anticipated until later this year, may 
have begun already. If so, it would signal an earlier 
“recovery” than forecast origipally, reflecting a 
much stronger retail picture currently than realized. 
Initial signs of the production turnabout came in 
March, first estimated at 55.4 million pairs and now 
revised by NSMA to 57.5 million pairs. Latter figure 
is only 0.6 per cent below March 1960 total of 57,- 
861,000 pairs, brings first quarter 1961 shoe output 
to 158,159,000 pairs or only five million pairs below 
1960 quarter. 


March recovery was notable in that men’s shoe out- 
put held own with March 1960, women’s showed 
slight increase. Youths’ and boys’ shoes were down 
178,000 pairs but other categories posted gains. All 
categories had good increases over February totals. 
And April is estimated at surprising 52 million, an 
increase of 6.7 per cent or fully 3.3 million pairs over 
April 1960 production of 48,756,000 pairs. This would 
bring four-month total to 210,464,000 pairs, down 
only 0.8 per cent or 2.3 million pairs below 1960 
period. 

Considering early Easter date this year plus fact 
that shoe industry recession didn’t set in until sec- 
ond quarter 1960, 1961 showing to date is remark- 
able. It indicates steadier factory pace than gen- 
erally believed, bolder buying pace than generally 
credited to volume retail trade. If average 50 mil- 
lion pairs are produced in both May and June, first 
half 1961 total would just about equal 310.6 million 
pairage of 1960 period. Biggest gains for the year 
will be registered in second half. 


Third season a travesty 


One thing that may slow actual recovery is crying 
need for a third season. Summer shoe selling has 
become a joke in most retail outlets. Practice of 
starting markdowns on hot weather shoes around 
June 15th has cheapened shoe business in public 
mind. Few consumers are unaware that they can 
save $4-$5 per pair merely by waiting until June 
15th, still six days before official date of summer. 
And retailer today has only four to six weeks prior 
to June 15, depending upon weather, to sell summer 
footwear at full mavkup. 


We talk a lot about the “third season,” then actually 
prostitute it without a second thought. By rushing 
into early markdowns before season actually moves 
into high, average retailer consigns himself to dis- 
count selling during June 15-August 15—and with- 
out the compensations of high volume, low selling 
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cost factors that discounters rely upon. Many con- 
sumers have come to regard hot weather footwear 
as a non-quality, cheap product that industry itself 
feels isn’t worth much. Many retailers who would 
like to hold prices longer are forced into early 
markdowns by competitors. 


This is only part of current trend cheapening the 
shoe concept, could become serious unless counter- 
acted. Discount operations are another, although 
most large discounters are giving good values today, 
have upgraded entire approach. Accelerated pace of 
volume selling is bound to affect adversely tradi- 
tional quality appeal of footwear. But excesses, par- 
ticularly unnecessary advancing of summer mark- 
down dates, must be curbed before public begins to 
regard shoes as they do appliances. You can always 
save a buck or two if you shop or wait long enough 
is attitude toward latter. 


This isn’t as exaggerated as it sounds on first read- 
ing. Only recently, a large dairy products firm ad- 
vertised a pair of shoes as the “giveaway” with every 
box of cottage cheese purchased before June 30. The 
shoes, described as leisure slipons with non-slip, 
ribbed rubber soles and worth $2, were offered at 
$1.00 per pair plus the usual box top. It may seem 
funny now but think how much shoe store pairage 
might be lost to this type of approach. 


Growing market competition 


The need for preserving quality in the face of “enor- 
mous acceleration of competition for markets” was 
stressed recently at Factory Management Confer- 
ence by Merrill Watson, executive vice president of 
NSMA. Watson stressed that choice of keep pace or 
perish puts heavy responsibility upon all technical 
shoe people in giving their firms continuous flow of 
technical advantages. Those producers who stand 
still, preserve the status quo, will find the pace too 
fast. As indication of accelerating production pace, 
Watson said more goods have been produced in past 
i144 generations than in 63 preceding generations 
combined. 


Production pace is tied to increasing momentum of 
volume selling. It can go either way — towards 
cheaper products, made cheaper by demands of cheap 
selling methods rather than towards better quality 
products, made more efficiently. Watson implied this 
when he said a big change is needed in management 
thinking along these lines. FMC is one contribution 
to management thinking that stresses efficiency and 
better shoemaking methods and products. Still 
needed is an upgrading of all other management 
functions. 





RETAIL NEWS 





Placement, training and motivation of sales 
force count heavily, McDonald stresses 


By GRACE GORDON HAY 


Although automation and mech- 
anization have been creeping into 
retailing, the principal functions 
of a retail store—buying and sell- 
ing—must be performed by its 
people. And since efficiency and 
attitude are the most important 
single factors for successful store 
operation today, it is of para- 
mount importance to;carefully se- 
lect, adequately train and con- 
structively rate salespeople, to 
produce the best staff; possible. 

This advice came from Edward 
J. McDonald, executive vice-presi-- 
dent of the National Shoe Retail- 
ers Assn. He spoke at an NSRA 
Retailers Conference held as a 
feature of the new Michigan 
Quality Shoe Fair in Detroit. 
More than 200 retailers and 
guests attended. McDonald, one of 
four speakers, said the conference 
was meant to “strengthen the po- 
sition” of the medium-sized and 
smal] retailer. 

In discussing the “Development 
of Management and Salespeople,” 
McDonald explored four phases of 
the subject: 

© The importance of place- 
ment: “Placement means fitting 
the man to the right job for the 
right results. For example, two in- 
dividuals may be qualified to sell, 
but both would not do equally well 
in the same department... . I'll 
bet there is not an organization 
represented here that does not 
have one or more employees in the 
wrong position.” 

Concluded McDonald, “A switch 
from one department to another 
may bring for an employee a bet- 
ter adjustment and new vitality.” 

® Sales training: “Don’t tell 
salespeople how to sell,” the 
NSRA executive advised. “Show 
them. Visual training through 
films and personal demonstrations 
is helpful.” 

McDonald said it is important 


to explain to salespeople why spe- 
cific shoes were bought, not sim- 
ply that they were bought. 

“Don’t forget that you are talk- 
ing to a bunch of skeptics,” he 
said. “Confirm the rightness of 
your buy through a review of fash- 
ion magazines, trade papers and 
the consumer press, for you must 
first sell your salespeople before 
they will sell the customer.” 

There is a need for better stock 
knowledge and training, McDon- 
ald added, to avoid losses from 
walkouts due to poor knowledge of 
stock. 

® Motivation: “This simply 
means getting people to do a little 
bit more than they ordinarily do. 
To develop an alert, productive 
selling force, a manager must first 
instill in the minds of salespeople 
that selling is the most vital func- 
tion of the retail operation—and 
that, therefore, he who sells is the 
most vital element in the person- 
nel strata.” 

© Job rating: “With a climbing 
percentage of payroll costs, man- 
agement must maintain its work- 
ers at the highest level of produc- 
tivity and efficiency possible .. . 


this is the essence of job rating.” 
a 


Practice individuality 
in retail merchandising 


Individuality, concentration and 
a proper assortment of merchan- 
dise are the keynotes of a “modern 
approach to merchandising” at 
the retail level, the Detroit con- 
ference was told. Outlining these 
principles was F. Lloyd Smith, 
assistant manager of the base- 
ment store for the J. L. Hudson 
Co., Detroit. 

© Individuality: “This can be 
accomplished,” Smith said, “by 
not copying the competition but 
rather studying competition in or- 
der to find ways of being different 
from, and better than, the compet- 
itor. Individuality can come too 


from functional department lay- 
out, modern fixturing, good mer- 
chandise arrangement, eye-appeal- 
ing displays and selling signs. The 
quality of staff can also enhance 
the store’s individuality.” 

© Concentration: “All would 
agree that today in the shoe busi- 
ness the choice of brands and 
styles is enormous. In the great 
majority of successful shoe opera- 
tions, one or two brands or lines 
form the ‘backbone’ and dominant 
factor .. . the buyer taking into 
partnership one or more across- 
the-board resources. 

“This concentration,”’ said 
Smith, “can reduce duplication of 
styles and help the retailer to op- 
erate on a lower inventory, and 
gain favored treatment for him in 
ways of service, management at- 
tention and promotional benefits.” 

© Merchandise: “We are really 
talking about ideal merchandise 
assortments,” Smith explained, 
“that is, the right shoe in the 
right size at the right time. Few 
sales are missed when the best 
sellers or staples are stocked in 
depth.” To insure this “ideal mer- 
chandise assortment,” the retail- 
er’s program should include: 

1. Classification of the merchan- 
dise into the areas of consumer 
demand, with further division of 
categories in a large department. 

2. The Style-out, a further 
breakdown of the merchandise ac- 
cording to customer-attracting 
features. It is a study of the stock 
in conjunction with a study of the 
sales records, summaries and 
sales-producing features. When 
completed, the style-out will show 
the reasons for success or failure 
of individual styles, in terms of 
customer-attracting features, and 
serve as a guide in future buying. 

3. A total look at the stock “to 
insure that you have an adequate 
selection of merchandise available 
to your custemers. Check to in- 
sure that stocks have variety, im- 
portant price-line coverage, and 
representation in the important 
style and fashion trends, and at 
the same time are not over-se- 
lected with too many style dupli- 
cations.” 
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Seven rules to follow 
for creative advertising 


In building a case for an “Im- 
aginative Approach to Advertis- 
ing,” Donald F. Mahlmeister, ad- 
vertising director of McManus, 
John & Adams, a Bloomfield Hills, 
Mich., agency, pointed to the “in- 
credible barrage of advertising” 
that hits the consumer. He cited 
research indicating that the av- 
erage man each day is besieged 
by 1,600 messages aimed at selling 
him something. 

Mahlmeister suggested seven 
ways in which a retailer might do 
a better job of creative advertis- 
ing, thus attracting his share of 
attention from the buying public. 

© “First and foremost,” he said, 
“be yourself—don’t drown your- 
self in a sea of me-tooism. Start 
looking for the big-little differ- 
ence in your product or service 
... try to be a leader, not a fol- 
lower.” 

© “Be believable. Stay away 
from tricky slogans and trite 
phrases.” 

© “Don’t brag and boast. It’s 
easy to fall in love with your 
products or service.” 

© “Don’t push cheapness. Al- 
though it is necessary at times to 
move discontinued styles, odd 
sizes and other inventory clear- 
ances, make the customer think 
he’s getting good quality and 
value at a reasonable price.” 

® “Talk te your customers— 
and in their language. Avoid the 
use of trade terms like vamp, gore, 
lasts and counters in your ads.” 

© “Keep it simple—decide what 
it is you want to sell and then 
concentrate on it. The reader is 
far too busy to sift and sort.” 

© “Look like quality, don’t just 
talk it! Quality is a feeling...a 
mood ...a look. Make your ads 
look as good as your store... as 
sharp as your windows... as fine 
as your displays.” 


...And a word on fashion 


Thelma Hennessey, director of 
fashion and publications for 
NSRA, was the fourth speaker. 
She cited a fall tendency to lower 
heels and the start of a trend 
toward softened toe lines, espe- 
cially in casual and tailored shoes. 
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‘Use news approach in writing retail ads, 


Hafemeister tells Wisconsin merchants 


By BENN OLLMAN 


News is the most important 
factor on which to peg retail 
shoe advertising, merchants at- 
tending the National Shoe Retail- 
ers Assn. Regional Conference in 
Milwaukee were told. 

Lester D. Hafemeister, adver- 
tising manager of Weyenberg 
Shoe Manufacturing Co., told a 
full house of Wisconsin (and 
some northern Illinois) dealers: 
“Your advertising is expected to 
bring the public some kind of 
news. It may be fashion news— 
new colors, patterns, toes or heels. 
It may be price news. It may be 
news about comfort features. It 
may be news about leathers or 
fabrics. But it must be NEWS.” 


A need for experts—‘“Advertis- 
ing is a specialized business, and 
an expert can make all the dif- 
ference in the world in your final 
results,” Hafemeister cautioned. 
“Don’t relegate your store’s ad- 
vertising to people who aren’t 
capable. Don’t kick it around; 
don’t starve it.” 

Cautioning retailers not to spend 
all their promotional budgets on 
newspaper ads, the Weyenberg 
executive stressed the importance 
of window displays, point-of-pur- 
chase and direct mail contacts. 


Avoid “smorgasbord” — Hafe- 
meister deplored catch - all, 
“smorgasbord” - type newspaper 
advertising used by a segment of 
the industry. He contended, “The 
most effective newspaper shoe ads 
are those which feature simple 
backgrounds.” 


Good accounting system 
is vital, banker advises 


John A. Puelicher, president of 


Marshall & Ilsley Bank, Mil- 
waukee, and another’ speaker, 
likened the outlook for the shoe 
retailer to that of the banker. 

“We both have a product to 
sell,” he said, “and we both face 
an expanding market.” 

He offered this advice to the 


shoe dealers: “There is no sub- 
stitute for knowing your local 
banker and letting him know you 
and your ability as a merchant.” 
Every dealer, he said, should 
maintain an efficient, adequate 
accounting system. 

“What do we bankers look for 
when we examine your business 
for a loan possibility? A good 
accounting procedure is at the 
top of our list of requirements.” 

On the subject of chain store 
and shopping center competition, 
Puelicher commented, “The chain 
store manager cannot have the 
same pride of ownership and in- 
terest in the welfare of a business 
that you, as independent merch- 
ants possess.” 

His formula for overcoming 
chain store competition: (1) im- 
proved customer services; (2) 
closer attention to customer wants 
and needs, and (3) more frequent 
sizeups. 

* 


‘Meeting the Tempo’ 


“Meeting the Accelerated Tempo 
in Buying and Merchandising” 
was the subject of a panel dis- 
cussion at the NSRA conference. 

Earl Minster, merchandise 
manager of Ed Schuster & Co., 
Inc., Milwaukee, emphasized the 
need for shoe dealers to learn 
more about fashion requirements. 

“Shoes become outmoded, not 
outworn,” he said. “Women buy 
more handbags to go with their 
shoes than ever before. Any deal- 
er who is not acquainted with 
new colors, heel heights and style 
trends cannot meet today’s chal- 
lenge to shoe retailing.” 

Z. Albert Joseph, president of 
Joseph Salon Shoes, Chicago, told 
the retailer audience, “It is more 
necessary to make customers feel 
important in yeur shoe store than 
to fit them properly. Striking a 
match for a customer’s cigarette 
makes a lasting impression on her. 
This simple courtesy makes her 
feel like a lady, and from then 
on, to her, your place beco-nes 
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more than just a shoe store— 
she feels important.” 

Joseph also said the average 
shoe dealer fails to evaluate the 
image that his store presents to 
the public. “Learn your store’s 
strengths,” he advised. “Develop 
your store’s personality and stick 
with it. Let people know what 
you excel in.” 


Clarence Schneider, a buyer for 
Ed Schuster & Co., stressed the 
importance of setting volume goals 
for each type of footwear. Schus- 
ter’s, he said, provides its shoe 
departments with quarterly sales 
targets. Setting up these goals 
on a three-month basis, he feels, 
leads to narrower, deeper in- 
veatories, fewer markdowns and 
faster turnover. 

Ralph Roussy, president of 
Packard-Rellin, Milwaukee, sum- 
med up the conference and the 
panel discussion this way: “It’s 
wonderful to be on Cloud 9—go 
there once in a while. But re- 
member that you can’t always 
do on Main Street what is being 
done on Michigan Boulevard.” 


Needed: better training 


Prof. Norman C. Allhiser, di- 
rector of the University of 
Wisconsin’s Management Institute, 
told the Milwaukee conference of 
the need for better sales training 
of retail shoe personnel. 

Each salesperson, he said, should 
(1) know what is expected of 
him; (2) receive ample oppor- 
tunity to perform his _ job; 
(3) know how he is doing (4) re- 
ceive advice and assistance as 
needed, and (5) be rewarded or 
punished on results. 

“To build an organization,” 
Prof. Allhiser said, “you must 


first build men.” 
e 


‘Buy for shorter periods’ 


NSRA fashion forecaster Thel- 
ma Hennessey told retailers at 
Milwaukee that the industry is 
in a transitional period. 

“Buy for shorter periods,” she 
advised, “and reorder strictly on 
the basis of customer preferences. 
Don’t be satisfied with what you 
found to be in demand last year. 
And don’t be satisfied with your 
resources’ advice on what to buy.” 
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SHOE SHOWS 


Low inventories spur buying at PPSSA; 
both retailers and producers see upturn 


By ESTELLE G. ANDERSON 


Buy, promote and sell Ameri- 
cana—this was the predominant 
feeling at the Popular Price Shoe 
Show early this month in New York. 
World conditions notwithstand- 
ing, the economic atmosphere was 
more conducive to following 
through on this theme than it had 
been for six months or longer. 

This was the last time around 
the track for the retailers to buy 
their first fall shoes and get them 
delivered in time. Inventories, for 
the most part, had been whittled 
down to the point where money 
was available for future commit- 
ments. 

“They are buying like they 
didn’t have any shoes left,” was 
the comment of many of the exhib- 
itors. Both small and large manu- 
facturers reported satisfactory 
cutting ahead for eight weeks or 
more. 


“Recession is behind” — “Our 
customers have discounted the 
past and are going ahead with en- 
thusiasm,” shoemen said. “It’s a 
happy frame of mind. The reces- 
sion is behind us.” That was the 
general atmosphere at the show— 
a significant barometer for the 
coming fall season. The best in- 
ventory is money in the bank, and 
retailers have cleaned their 
shelves. Since many of them had 
bought 20 to 30 per cent less for 
spring, they have liquidated their 
old inventories. 

“Most of our business was writ- 
ten prior to the show,” one manu- 
facturer said, “for delivery June 
through August. We can’t take 
any more orders for certain fac- 
tories until after September. We’re 
sold up.” That is what they meant 
by the “happy frame of mind.” 


Favorable turnout—There was 
good attendance at the show, with 
more activity at the Hotel New 
Yorker, perhaps, than at the Sher- 
aton-Atlantic. As usual, traffic on 
Sunday, the first day, was greater 


than on any of the other days. 

Simon Edison, newly elected 
president of the National Assn. of 
Shoe Chain Stores, speaking at a 
press luncheon, said, “Retailers 
are planning for dollar sales in- 
creases of 3 to 5 per cent for the 
fall-winter season. Retail sales in 
the first four months of the year 
fell somewhat below expectations, 
for which extremely poor weather 
was primarily responsible. Unem- 
ployment was another important 
factor. 

“Shoe retailers expect a distinct 
improvement in sales comparisons 
for this month, which should con- 
tinue into June. They have no ap- 
prehensions about next fall and 
are buying accordingly.” 


Manufacturers’ orders up— 
Speaking for the manufacturers, 
Francis H. Gleason, president of 
the New England Shoe and 
Leather Assn., reported an upturn 
in orders, particularly in men’s 
and children’s footwear. 

“There is not much doubt that 
from now on we will exceed the 
month-by-month production fig- 
ures of 1960,” he said. “Even 
projecting quite conservatively, 
we should achieve an output of 
610 million pairs this year. But 620 
million pairs or even a higher fig- 
ure is quite possible.” 


Denver: Merchants look 
for steady improvement 


A majority of the 500 buyers at 
the Fall Market of the Mountain 
States Shoe Travelers Assn., in 
Denver, prophesied a steadily but 
perhaps slowly improving economic 
picture. Cautious optimism was 
the dominant note in the buying. 

Kind and amount of buying 
depended on localities and size of 
cities. Kansas and Nebraska re- 
tailers, for example, bought from 
5 per cent below to 5 per cent 
above last year’s volume, saying, 
“We're waiting and watching; we 
can always get fill-ins.” Many 
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Retailers at many regional shows temper optimism with caution 


blamed colder-than-normal weather 
in recent months rather than 
economic conditions for present 
heavy inventories. 

In some fast-growing communi- 
ties of Colorado, Arizona and New 
Mexico, retailers bewailed an ad- 
verse impact on all shoe business 
by a multitude of new stores and 
overexpansion in metropolitan cen- 
ters. Hand-to-mouth buying was 
evident only from some instock 
houses and among buyers from 
popular-price and budget stores. 
Here, retailers were _ reluctant, 
saying they were “feeling our way 
and depending on faster deliveries 
later.” 

Only sounds of discordance at 
the show were the confusing pre- 
dictions about triple and double 
needles vs. crescent and square 
toes. This problem caused open-to- 
buy percentages on many ledgers. 
A buyer for one of the largest 
shoe houses in the area said he 
purchased 60 per cent pointed toes 
(doubles and singles only), 30 per 
cent squares and crescents, leaving 
10 per cent open-to-buy in style 
shoes. 

Smaller-town retailers bought 
triples on higher heels; doubles and 
squares on lower heels (18/8s 
down), possibly 1 per cent crescent 
and square toes on higher heels. 

By VIVIAN ANDERSON 


Columbus: Retailers buy 
but limit inventories 


Cautious but consistent buying 
was the rule with retailers at the 
recent Columbus showing of the 
Ohio Shoe Travelers Club. 

Many travelers said business was 
the best in recent history. But 
retailers said they were buying 
more conservatively than at any 
time in the past two or three 
years. They admitted paring in- 
ventories to the bone, said their 
purchases were limited for the 
most part to items of known 
popularity, and estimated actual 
ordering was off 15-25 per cent 
from a year ago. 

The merchandising manager of 
one chain said his stocks were 
cut in haif from last year at the 
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same time, and that strict inven- 
tory control would continue. He 
had cut initial ordering from 70 
per cent of requirements a year 
ago to 50 per cent this year. And 
he added, “We’re not buying any 
summer shoe merchandise at all.” 

By MARDO WILLIAMS 


Los Angeles: Buying is 
up, but not significantly 


Some increased buying at the 
Fall Shoe Show sponsored by the 
West Coast Shoe Travelers’ Asso- 
ciates in Los Angeles appeared to 
indicate a feeling in some quarters 
that a business upturn is expected 
—but not a quick or sharp one. 

Generally speaking, the increased 
buying tempo was not noteworthy 
enough to signify that a definite 
business upturn is in retailers’ 
sight as yet. The feeling registered 
by a large segment of the retailers 
and reported by exhibitors was 
“let’s wait and see.” 


Lower attendance — Attendance 
was approximately 10 to 15 per cent 
less than in the past. WCSTA said 
this drop was due primarily to 
the fact that another fall show 
was scheduled for early May in 
San Francisco. 

Women’s shoe preferences re- 
flected continued interest in the 
pointed toes for high - fashion, 
although there were signs of 
change. Squared and rounded toes 
continued to gain in popularity in 
low heels. Blacks and browns led 
in high-heel color preferences. 


Three-tones for girls—For small- 
er girls two- and three-tone shoes 
are expected to be popular for 
fall, while blacks are still in the 
top spot for dress shoes and more 
interest is being shown in the 
darker reds. 


Atlanta: ‘Semi-optimism’ 
with conservative buying 


Merchants attending the fall 
showing of the Southeastern Shoe 
Travelers seemed to feel that next 
fall’s business may not be as bad 
as last year’s and were buying 
accordingly. However, they were 


very cautious in their predictions 
as well as their spending. 

This semi - optimistic feeling 
about fall business is significant 
because the Southeastern attracts 
a lot of small-town dealers from 
Alabama, Mississippi, Tennessee, 
Florida and the Carolinas. It in- 
dicates that business is slowly 
picking up in the smaller ‘towns 
and cities. 

“They’re looking and giving full 
consideration before ordering,” was 
the way one exhibitor described 
the feeling of merchants at the 
show. “They’re buying most con- 
servatively too. They look at the 
new lines, especially the extreme 
patterns, and buy just enough to 
take care of immediate demands 
next fall. They’ll depend on reorders 
for items that sell.” 

Some merchants reported their 
carryover stocks from last fall were 
heavy and said they were going 
to try to move these this fall. 
Since suedes last fall fizzled out, 
bookings on these were rather slim. 

By ROBERT H. BROWN 


St. Paul: Fall orders 


are 10 per cent ahead 


There appeared to be little, if 
any, “recession” talk at the Fall 
Shoe Fair sponsored by the North- 
west Shoe Travelers, Inc., in St. 
Paul. 

Buyers were optimistic about 
future business ani orders gen- 
erally were 10 per cent ahead of 
a year ago at this time. There 
was no cutting of orders, and 
attendance was the largest in 10 
years, according to Edmund J. 
Trench, association secretary. 

Only concern of merchants was 
the bad spring weather that had 
prevailed throughout the Upper 
Midwest, leaving the retailers with 
large inventories of colored shoes 
that have not moved. As a result, 
they were cautiously buying colored 
footwear for fall. 

Black in both calf and patent 
leather was the predominant pref- 
erence of most buyers. Double 
needle toes attracted the most 
interest. 


By DONALD M. LYONS 


71 





toa wef | 








A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 


with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


| Detroit: New show aims 


at the smaller merchant 


The first Michigan Quality Shoe 
Fair, planned entirely by the Mich- 
igan Shoe Assn., a division of the 
Michigan Retailers Assn., was pin- 
pointed at the smaller shoe retailer. 

The four-day show in Detroit 
featured a Sunday morning break- 
fast and the National Shoe Re- 
tailers Assn.’s Midwest Shoe Re- 
tailers Conference [see first Retail 
News page]. 

The 44 exhibiting firms ex- 
pressed approval of the show plan- 
ning and management, considered 
it a well-organized show and were 
pleased with the show’s location 
and the cooperation of the hotel 
management. Both groups believed 
the show had the advantage of a 
more favorable date than the later 
Michigan Shoe Travelers Club 
show, which was to open on 
Mother’s Day, May 14, in Detroit. 

Although traffic was not heavy, 
most exhibitors experienced a 
“steady flow” of regular customers. 
An unusual aspect of show atten- 
dance was that out-of-town and 





out-of-state retailers accounted for 
at least half the traffic. One ex- 
hibitor noted that many of the 
out-of-towners had not been to a 
Detroit show in several years. 
Most buyers ordered with cau- 
tion although they were generally 
optimistic about a business upturn 
in the fall. This caution was re- 
flected by an increased interest in 
middle-priced lines, which enjoyed 
more activity than some of their 
higher-priced neighbors. 
By GRACE GORDON HAY 


Seattle: Retailers look 
for steady improvement 


Cautious optimism was the word 
for fall with buyers at the Pacific 
Northwest Shoe Travelers’ showing 
in Seattle. They looked for a steady 
increase rather than a sudden up- 
ward surge. 

Orders at Boeing Aircraft Co., 
major Seattle industry, are at an 
all-time high, and western lumber- 
men also expect to climb out of the 
doldrums. 

Retailers at the show bought cau- 
tiously but they also bought more 


ZZ ipgpem TWO FAST-SELLING 
STYLES TO BUILD 
YOUR PROFITS 


Here’s fit...style.. 


. comfort 


at prices to make you money! 


PADGENT 


Wonderful comfort and fit! Bone elasticized 
kid, gold-color ornament, 14/8 Cuban heel, 


+ 14 x rubber top lift, 47 last. Sized AAA, 5-11; 
. , PS AA, A, B, 4%2-11; C, D, 5-11, all IN-STOCK! 


(Available in D & EE, 5-11 on make-up). A 
G ©] 3 i & G fast seller at $6.35 to retail at $10.95 with 


long mark-up! 
INC. 


PARIS, ILLINOIS 


cotalog! The P. HAGERTY SHOE CO. 
Telia of Mee thas Crolimandigr WASHINGTON C. H., OHIO 
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than in the recent past. Travelers 
succeeded in increasing orders by 
putting across four or six styles 
instead of 10 or 12, and increasing 
the pairage per style. In most cases 
retail stocks were down, and this 
was a working show. 

Most orders in women’s lines 
avoided triple needles but included 
one style with a square toe. Mid- 
heels gained ground and stacked 
heels continued strong. The flared 
wineglass heel, the square toe in 
mid-heels, and treatments of in- 
steps and toes without the bows 
of the past were harbingers of 
what’s to come in the Pacific 
Northwest. 


Indianapolis: Weather, 
not economy, dominates 


Retailers at the Indiana Shoe 
Travelers’ Assn. show in Indian- 
apolis were almost invariably op- 
timistic about fall prospects. But 
at showtime at least, the weather 
was a bigger factor in their think- 
ing than were economic conditions. 
Cold spring weather curbed fill-in 
business, and a crippling storm cut 
into show attendance. 

In popular price women’s lines, 
interest lessened in the triple 
needle toe, in favor of the double 
needle. In higher-priced shoes 
there was a definite trend to square 
and oval toes. 


Pittsburgh show nears 


About 175 lines of shoes will be 
displayed at the Pennsylvania Shoe 
Travelers’ Assn.’s fall show May 
21-24 at two Pittsburgh hotels, the 
Penn-Sheraton and the Carlton 
House. Joseph Harris, executive 
secretary-treasurer of the associa- 
tion, said attendance is expected to 
be large since retailers in that area 
have a reputation for buying late. 


Wholesale Mart slated 


At least 20 companies are ex- 
pected to exhibit at the Philadelphia 
Wholesale Shoe Mart, June 25-27 
at member firms’ showrooms in the 
Fourth Street shoe district. Al- 
though the show is principally for 
fall lines, Joseph Grunfeld, show 
secretary, said the late-June timing 
is “extremely opportune for fill-in 
orders on summer merchandise.” 
Prizes will be awarded. 
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Style 4703 
Black 


Style 4704 
Black Gold 


If it’s new and correct... 
a sales and profit-maker, 
you'll find it in the exciting new 
Yorktown line. From sleek 
slip-ons to new-look ties, 
Yorktown covers the fashion 
front. It’s a challenging in-stock 
line, deliberately built to deliver 
top value in the volume-selling 
middie market. The 
shoemaking is of traditional 
. New England excellence. 
Style 4701 . IN STOCK 
Black ‘ 140 Men's Styles 
Style 4702 i ($10.95-$15.95 retail) 


Deep Brown 28 Boys’ Styles 
($9.95-$10.95 retail) 


Write now for catalog or for salesman to call 


Nationally Advertised in 


ESQUIRE 


FOR MEN AND BOYS 





THREE GENERATIONS OF FINE SHOEMAKING 


also makers of Air-tred Shoes for Men 


GARDINER SHOE CO., INC., GARDINER, MAINE 
New York Office: Marbrid e Bide. 47 W. 34th St. 
Far Western Distributors: 
Soinit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 








60 exhibitors expected 
at Baitimore June 11-14 


The fall-winter Baltimore Shoe 
Show, sponsored by the Baltimore 
Shoe Club and The Associated Shoe 
Travelers, Inc., is scheduled for 
June 11-14 at the Lord Baltimore 
Hotel. 

W. Milton Volk of P. H. Volk & 
Co., who is show chairman, says 
60 to 65 exhibitors are expected. 
Mr. Volk and Co-Chairman Simon 
Madow, of the Chesapeake Shoe 
Co., report they anticipate “splen- 
did business.” 

Because of previously scheduled 
events at the hotel, facilities were 
not available for the party ushally 
held during the show. 


FASHION 


Promote wardrobe idea, 
retailers told at PPSSA 


By EVELYN SCHLESS 
Merchants were urged at the 
Popular Price Shoe Show break- 
fast to promote the shoe wardrobe 


theme, NOT the shoe that will go 
with everything. Fashion theme 
for fall promotion, they were told, 
is “Fashion U. S. A. ... The 
American Flair.” 

In a capsule fashion show that 
clearly made its point,, PPSSA 
fashion directors Helen Joseph 
and Doris A. Weston showed that 
the American woman’s wardrobe 
includes at least three basic looks. 
Sportswear, daytime and dressy 
looks were illustrated in costumes 
with appropriate footwear. 

For sport and casual wear, 
stretch pants, tunic and fake snow 
leopard coat were worn with 
leather ankle boots. The gray flan- 
nel suit had a pleated skirt, long- 
ish jacket and white tunic blouse 
and was accessorized with lizard 
walking pumps with stacked heels. 
Simple black crepe pumps looked 
right with a sleeveiess black crepe 
dress and pimento red coat for 
cocktail and informal evening 
wear. 

“The American woman whose 
wardrobe includes these looks and 
more, knows she needs different 
shoes to accessorize these cos- 


tumes,” Miss Weston pointed out. 
“She is aware of trends and more 
sure of her taste than ever before. 
These is a place for a variety of 
shapes in her wardrobe . . . and 
new shoe shapes mean additional 


shoes.” 
* 


Why not adapt the idea of this 
show locally? 

Although PPSSA leaders didn’t 
say so, this kind of show with a 
well stated point of view can 
easily be copied either by working 
with other departments in your 
store or with a neighbor ready-to- 
wear shop. With a minimum of ex- 
pense and labor involved, a “shoe 
wardrobe” capsule show can sell 
your customers the shoe wardrobe 
idea as neatly as it did the audi- 
ence at the PPSSA breakfast. 


‘Which toe do you like?’ 


Women respond to ballot 


The fact that round and modi- 
fied toes polled 90 per cent of 
women’s votes in a recent survey 
conducted by Fennessy & Tracy, an 
independent family shoe store in 
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EXPERIENCE 


the BIG difference between 
the Rest and the Best! 


‘/Vature ‘8 Own Z 


. . « the original straight-last shoe, pioneered and pro- 
duced by Julius Altschul, Inc. is flattered by many 
imitations . . . equaled by none! 

Constantly improved over the yeors, “Nature's Own", 
by Altschul, leads the "johnny-come-latelys” in quality, 
fit and shoe-craftsmanship. 

Profitable, 

ours with 

ed by the largest /n-Stock 

assortment of straight last chil- 
dren's shoes. 
Try them .. . you're sure to 

profit by our Experience! 

SHIPPED IMMEDIATELY FROM 


STOCK IN NORMAL AND SUPPORT 
CONSTRUCTIONS! 





New! FULL COLOR CATALOG 
free on request! 





JULIUS ALTSCHUL, Inc. 
117 Grattan St. © Brooklyn 37, N. Y. 
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Auburn, N. Y., is not at all disturb- 
ing to the owners. 

“The survey has uncovered a 
variety of information which we 
intend to pass along to the manu- 
facturers,” reports Henry Fen- 
nessy, “and it has given the women 
a chance to express their views on 
the subject of pointed toes.” By 
letting them speak their mind, he 
feels he has gained “solid good- 
will.” 


One-time ad—Ballots were still 
being received both by mail and 
in the store two weeks after a one- 
time ad, titled “Attention, Ladies,” 
appeared in the town’s daily news- 
paper. Readers were asked to give 
their name and address and specify 
whether they preferred round, 
modified or single, double or triple 
needle toes. Some of the women’s 
comments indicated they had not 
purchased shoes in as much as 18 
months because of changing styles. 

Mr. Fennessy said the survey 
was not a promotional device for 
needle toes. While many of the 
store’s mature customers “have 
liked the pointed toes once they’ve 
tried them,” many of those who 
registered their sentiments, he 
said, “would probably never be 
converted anyhow.” And teenagers 
or young married women who have 
accepted pointed toes did not choose 
to vote. 


Which brands?—Of interest to 
management was the information 
derived from the ballots showing 
which of the store’s four leading 
brands the women were now wear- 
ing. 

Auburn, population 38,000, is in 
the heart of the Finger Lakes Re- 
gion with a single sizeable indus- 
try employing approximately 1,400. 
Many residents commute to nearby 
Syracuse. 


PROMOTION 


Retailer’s answer to food 


chains: a grocery section 


Supermarkets in the neighbor- 
hood of Tip Top Shoes, Indiana 
Harbor, Ind., frequently promote 
shoes. Now Tip Top has retaliated 
by entering the food business in a 
bid for increased traffic. 

The store is displaying canned 
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goods furnished by the Progressive 
Co-op of Chicago, which the shoe 
firm has joined. Prices of basic 
foods are equal to or lower than 
those of similar products offered by 
food chains, the store says. The 
future of the food section will be 
decided after an analysis of the 
effect on shoe sales. 

“It’s no more unreasonable to see 
a shoe store carry basic foods than 
it is for a supermarket to sell! 
shoes,” management contends. 


‘Fitting station’ pays off 
in discount departments 


Gilbert Shoe Stores, Inc., Colum- 
bus, O., reports that a $50 invest- 
ment in the form of a fitting sta- 
tion in its leased discount depart- 
ments is paying big dividends. 

The station is a small platform, 
about 2 ft. square and three steps 
above the floor. It is guarded by 
railings. Customers who desire the 
fitting service ring a buzzer, which 

















Certainly Is On VOTAN! 


DO YOU HANDLE CHILDREN’S SHOES? Take 
notice of the edges on different makes. 
Some are without any distinction. Others 
have attractive, rounded edges, suggest- 
ing skilled shoemaking. Even growing 
girls take note immediately of this finish- 
ing touch as a mark of quality. 


VOTAN seems to be the one sole leather 
that gives the best rounded edges. Factory 
foremen say it. Sales managers instruct 
their representatives to point out this de- 
tail as a favorable selling point. 


THE RICH COLOR (not a dye or stain) of 
VOTAN soles gives an antiqued iook, 
without any cleaning room labor or cost, 
and with remarkable selling appeal in 
stores. Make it “bottoms up’ when you 
fit shoes with VOTAN soles. 


SHOW THE FLEXIBILITY of this super- 
leather sole. Tell about its giving more 
wear per iron, in the language customers 
understand. They appreciate information 
and attention. The store is well re- 
membered which informs them that the 
strength of a shoe is the sole. VOTAN 
leather soles, especially. 


OTAN ** 

LEATHER SOLE 
RMR Ecce: 

VIRGINIA OAK TANNERY, INC. 


27 SPRUCE STREET, NEW YORK 38, N. Y. 
Tannery: Luray, Va. 





also activates a light. The light is 
turned off by the attendant after 
the fitting has been accomplished. 

Because of parents’ anxiety 
about having their children’s shoes 
properly fitted, President Ivan 
Gilbert said, the station always is 
located in the children’s depart- 
ment. 

“We find that only a small per- 
centage of the parents actually use 
it. But it is always availebdle, and 
these sales might be lost without it. 
These people buy with the assur- 


ance that the children are prop- 
erly fitted and are almost sure re- 
peat customers.” 

The station permits personal 
service while retaining self-service 
features, 


Johnson’s Wax plans big 
push for white polish 


Johnson’s Wax, Racine, Wis., will 
focus more advertising on its 
Liquid Shoe White during late 
spring and summer than has ever 
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STARS 


in the Broadway Line! 


These four shoes are added evidence that you can be sure of 
more turnover and more profit when you feature the Broad- 
way line of J. W. Carter shoes. Lighter, trimmer, more 
flexible, they reflect the trend to more comfort and more 


style in men’s footwear. 


Equally important, these shoes offer correct styling at popular 


prices .. 


. and a full markup, too. 


Three of the styles are 


available in black. The fourth, model 2412, comes in the 


smart dark brown your customers want. 


All have genuine 


leather insoles, a comfort feature that closes many a sale. 


For prices, including quantity discounts, see your local 
Carter man, or write direct. 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE, TENNESSEE 





before been directed at a single 
shoe polish item, the company 
claims. In addition a 144-unit dis- 
play rack occupying just 1 sq. ft. 
of floor space is being offered to 
retailers. 

The polish product, packaged in 
a plastic bottle with built-in, wedge- 
shaped applicator, will be promoted 
by: 

© Five TV programs during 
prime evening hours on CBS-TV. 

® Participation in the Jack Paar 
TV program on the NBC network. 

© Color ads in hundreds of news- 
papers, mostly in Sunday supple- 
ments. 


‘Foot Comfort Week’ set 


The 45th annual “Dr. Scholl’s 
Foot Comfort Week,” sponsored 
by The Scholl Manufacturing Co., 
Inc., Chicago, is set for June 
17-24. The promotion week is cele- 
brated at the time of year when 
foot troubles are said to be most 
prevalent. 


MARKETING 


Recovery may be bigger 
than expected: Backman 


“There are many signs that the 
shallow recession of recent months 
may have passed its low point and 
that recovery could be more vigor- 
ous than generally anticipated.” 

So said Dr. 
Jules Backman, 
research profes- 
sor of economics 
at New York Uni- 
versity, in a 
speech at the 
Popular Price 
Shoe Show break- 
fast in New York. 

“The fact that 
the recession was 
so shallow in the 
face of the dislocations which 
unavoidably attend a halting of an 
inflation spiral, has been a highly 
creditable performance and indi- 
cates the underlying strength of 
our economy,” Dr. Backman added. 

He said business activity is 
now moving upward and its rate 
of rise will be influenced strongly 
by the extent to which inventory 
building later this year replaces 
recent inventory liquidation. 


OR. BACKMAN 
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FINANCIAL 
National Shoes’ 1960 net 
drops despite sales peak 


National Shoes, Inc., registered 
the greatest sales volume in its 38- 
year history during the fiscal year 
ended Jan. 28, but earnings dropped 
22 per cent. In the annual report, 
President Louis Fried attributed 
the drop in part to the expense of 
opening 11 new stores during the 
last quarter. 

Net sales totaled $28,103,086, a 
4 per cent increase over 1959 vol- 
ume of $27,026,657. Net earnings 
amounted to $615,668 (or 84¢ per 
common share) compared with 
$788,815 (or $1.08 a share) in 1959. 

National, which has headquar- 
ters in the Bronx, N. Y., operated 
180 units at the end of the fiscal 
year. There are 188 now. 


TRANSACTIONS 
Buys GEM departments 


Julian Samuels, Jr., formerly 
executive vice-president of Sam- 
uels Shoe Co., St. Louis, has bought 


contrel of the shoe departments 
in three GEM stores in the Wash- 
ington, D. C., area. He plans to 
expand his holdings to other shoe 
departments as new GEM closed- 
door discount units are added. 

Samuels severed his connection 

with Samuels Shoe last January. 
a — - 

H. Scheft Co., Boston, has pur- 
chased the five Stone Shoe Stores 
in Greater Cleveland. The Stone 
firm, started in 1863, is one of the 
oldest shoe retailers in Ohio. 

= 4 * 

Frank More Shoes, Inc., exclu- 
sive San Francisco salon, has pur- 
chased Pessemier’s Shoe Store in 
Seattle from J. Camille Pessemier, 
a merchandising firm headquart- 
ered in Tacoma, Wash. The new 
owners will stock additional high- 
fashion women’s shoes and hand- 
bags as well as moderately priced 
fashion footwear for the business 
girl. The store will be completely 
redecorated in the fall. 

J * a 

Armstrong’s, Inc., Noblesville, 
Ind., shoe retail firm, announced 
that Arnold Thom has purchased 
a “substantial interest” in the 


company. Thom, who joined the 
firm a year ago, is a former sales 
representative of Ideal Shoe Man- 
ufacturing Co. He joins Emmet 
E. Armstrong and Byron L. 
Burger as a proprietor of Arm- 
strong’s, which recently switched 
from a partnership to a corpora- 
tion. 


LITIGATION 


Spiegel agrees to halt 
use of Hush Puppy name 


Spiegel, Inc., Chicago mail order 
house, has agreed to stop using the 
trademark “Hush Puppy.” The com- 
pany was the defendant in a trade- 
mark infringement suit filed in 
Federal District Court in Grand 
Rapids, Mich., by Wolverine Shoe 
& Tanning Corp., Rockford, Mich., 
maker of the Hush Puppies line of 
brushed pigskin casuals. [RECORD- 
ER, March 15]. 

Wolverine officials said the suit 
was terminated with the filing of a 
consent decree admitting the in- 
fringement. Spiegel stated that the 
violation was inadvertent. 








IMPROVED 


SELF SERVICE SHOE DISPLAYER 
$375 


4 feet long 
6 feet high 
Easier than 
ever to assem- 
ble 
¢ Easily relo- 
cated 


majorette 
boots 


¢Up to 72 pair 
per rack 

¢ Gray finish 

* Use with boxes 
or just shoes 


*Use back to 
back for is- 
land display or against wall ¢ Fixture has 
stock shelf available ¢ Solid steel construction. 


Made to specifications of official 
drill teams and bands. Top 
quality—made on boot lasts. 


5iti—Sizes 5'/2-8. . .$4.00 
512|—Sizes e-'2. $4.20 
5122—Sizes 12!/,-3. $4.45 
*5323 (Stitch down) 
Sizes 4-9 
#5323 (Littleway) 
Sizes 4-9 
*Size 10 : 


No Service 
Charge for 
Small Orders 
Extro Colored 
Tassels, 25¢ pr. 


Write, phone or come in—immediate delivery 
(Iitustrated circular the Key to Modern Merchandising on request) 


PAR STEEL PRODUCTS 


2633 South Halsted Street Chicago 8, Illinois 
Victory 2-214! 


$6.25 
35¢ extra 


BERNED SHOE COMPANY 


207 Essex Street, Boston 1!, Massachusetts 
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Opening of new “Corelli Corner” at E. W. Edwards & Son department store in Syracuse, 
N. Y., completes a thorough facelifting of the store's second-floor shoe salon. Brightly 
lighted and designed for self-selection selling, the "Corner" lies between an escalator and 
the existing women's and children's department. It sells casuals and flats, many of them 
styled in Italy, in the $8.99-$14.99 range. Introduced by a week-long window display, the 
section was also promoted by a half-page newspaper ad, direct mail, radio and TV. 


Expanding Texas chain 
opens new headquarters 


An expansion program of Mar- 
golis-Poll Parrot Shoe Stores, 
Houston, took a step forward with 
the completion of modernistic new 
central offices. The 9,000-sq.-ft. of- 
fice and warehouse building will 
service the chain’s 17 stores in 
Houston, Galveston, Pasadena, Mid- 
land, Corpus Christi, Bryan, Beau- 
mont, Port Arthur and Orange, 
Tex., plus two stores to be opened 
soon in Abilene, Tex., and Shreve- 
port, La. 

Maurice S. Margolis, president 
of the family-type chain, said the 
new plant at 6506 Gulf Freeway, 
Houston, is “an important part 
of an expansion program that also 
includes the addition of many new 
stores in the very near future.” 
The warehouse provides space for 
100,000 pairs, separated according 
to category, with room for as 
many as 164 sizes in a single 
style. A streamlined setup assem- 
bles orders and sends them on to 
stores in one operation daily. 

The Margolis-Poll Parrot stores 
are identified with name-brand 
nigh-fashion shoes for women; 
smart originals and little heels 
ard flats for women and teenagers, 
and distinguished styling for men 
and students. Care is also given 


78 


to infants’ and growing boys’ 
and girls’ footwear. 


Kiamy’s Cancellation Shoe 
Stores has opened its third store 
in the Phoenix, Ariz., area at the 
Maryvale Shopping Center. Al- 
though the store is a family-type 
operation, Manager George Stika 
expects half of his sales to be in 
the children’s field. Families in 
the area, he points out, have an 
average of 3.2 children. The store is 
designed as a salon with three at- 
tractive lamps perched on cocktail 
tables contributing to the effect. 

7 wo ae 

Dunham’s Family Shoe Store, 
Inc., Brattleboro, Vt., has opened 
a branch store in Leominster, 
Mass. Manager is Fred Minichi- 
ello, who formerly managed Rus- 
sell’s Shoe Store at the same loca- 
tion. Dunham’s has another branch 
store in Barre, Vt., and plans to 
open others in Burlington, Vt., and 
Concord, N. H. 

oe * * 

Comar’s, a juvenile chain, con- 
tinued an expansion program by 
opening store No. 13 in Buena 
Park, a residential area of Orange 
County, Calif. No. 14 is planned 
for a late-summer opening in the 
Imperial-Crenshaw Shopping Cen- 
ter at Inglewood, Calif. Manager 
at Buena Park is Ted Clark, who 


formerly had his own store in 
nearby Anaheim. 


ORGANIZATIONS 


Simon Edison named 
president of NASCS 


Simon Edison, executive vice- 
president of Edison Brothers 
Stores, Inc., St. Louis-based, 400- 
unit women’s chain organization, is 
the new president of the National 
Assn. of Shoe 
Chain Stores. He 
succeeds Alfred 
L. Morse of Morse 
Shoe Stores, Bos- 
ton. ’ 

NASCS repre- 7 ¥ 
sents companies 
that operate over 
8,000 shoe stores 
and departments 
with sales of 
$800 million. 

At the association's annual meet- 
ing in New York, M. R. !zen of 
Sears, Roebuck & Co., Chicago, 
and C. O. Anderson of G. R. Kinney 
Corp., New York, were elected vice- 
presidents. Milton Simon. of I. 
Simon Co., New York, was re- 
elected treasurer, and Edward At- 
kins was re-named executive VP. 

Miss Kathleen R. McGowan, 
who joined NASCS ‘in 1944, was 
elected secretary. 

Simon Edison is the second of 
five brothers, who founded their 
own firm in 1923, to serve as 
NASCS president. The other was 
the late Mark Edison. 


Detroit Retailers’ officers 


New officers of 600-member Detroit Shoe 
Retailers Assn. include (seated, left to 
right) George J. Jaglowicz, president, and 
Sam Plotler, secretary, and (standing, from 
left) William Lawton, vice-president, and 
Leonard Hack, treasurer. 
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Plastic lasts, substitute materials command 
attention of 4,000 at Factory Conference 


Nearly 4,000 shoe factory execu- 
tives and visitors, representing 
some 350 shoe manufacturing firms 
throughout the U. S. and Canada, 
made the 1ith annual North Amer- 
ican Factory Management Confer- 
erice in Cincinnati the largest and 
most active on record. 

The ‘technical sessions involving 
shoemaking problems and produc- 
tion developments concerning 
men’s, women’s and _ children’s 
shoes, covered a wide range of dis- 
cussion topics on new and improved 
shoemaking techniques. 


What was significant?—Among 
the highiights.of these. meetings 
OE EA 
* Applications of the new plas- 
tic lasts,. which: provide greater 
efficiences. and economies in shoe- 
making, ‘and greater accuracy in 
shoe sizes and shoe fitting due to 
“dimensional stability.” 

* A “progress report” on the 
new Du-Pont shoe upper material. 
An extensive exhibit‘of men’s, wo- 
men’s and ‘children’s shoes ‘made 
with. this. material -had a dramatic 
impact .on ‘the many hundreds of 
shoenien who viewed it. - 

@-A “progress report” on the 
new. “reconstituted leather,” 
which is still in the developmental 
stage: This process permits waste 
-and poor quality hide material to 
- be “melted” down to. semi-liquid 
form, then “reconstituted” into 
‘good-. quality, uniform leather 
’ available in sheet or roll form. 
a The relatively new injection 

molded shoemaking process, by 
which the entire bottom of the 
shoe can be applied in a matter of 
seconds. This modern method of 
shoemaking aroused much inter- 
est. Along with rapid processing, 
it provides a sole and heel of ex- 
traordinary wearing quality, and 
it is expected to make swift head- 
way. 

® Shoe factory conveyors or 
transport systems, which received 
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much attention at the meetings. 
The conveyors sharply reduce in- 
process time in shoemaking, en- 
abling shoes to be made faster and 
more economically. 

Methods of work simplification, 
in-stock planning, automation, the 
special problems of making men’s 
work and safety shoes, training 
and development of factory super- 
visory personnel, appraisal of new 
machinery and equipment, quality 
control, cost control and numerous 
other subjects came under discus- 
sion during the technical sessions. 
All these contributed to the Con- 
ference’s objective: to make shoes 
better, faster, more economically. 


Thirty countries represented— 
Nearly 200 exhibitors, showing 
everything from heavy machinery 
to small shoe components, pre- 
sented a striking array of new 
products. Many of these will have 
powerful impact on improved shoe- 
making, as well as adding new 
merchandising features to foot- 
wear. Visitors from nearly 30 for- 
eign countries attended the Con- 
ference—an indication of the sig- 
nificance of the many new techni- 
cal developments being introduced 
in the shoe industry. 

Merrill Watson, executive vice- 
president of the National Shoe 
Manufacturers Assn., said during 


the Conference that “never was 
there greater need for recognition 
of the enormous acceleration of 
competition, both inside and out- 
side the industry. This places 
heavier responsibilities on all 
technical people to strive to give 
their own companies technical ad- 
vantages. Today it’s a matter of 
‘keep pace or perish’.” 


Production efficiencies sought— 
A strong efficiency-consciousness 
was evident everywhere among 
factory management executives— 
more so than ever before. One 
plant supervisor expressed it, 
“We've never seen conditions so 
competitive in shoe business. And 
we see it getting even more com- 
petitive. 

“All of us realize there’s only 
one way to stay in the race — 
that’s through production effici- 
encies that cut costs while at the 
same time improving the product. 
That’s why we’re so eager to seek 
out anything that holds promise of 
efficiency.” 

a 
1962 Conference set for May 

General chairman of the 1962 
Factory Management Conference 
is Fred Weber, president of Weber 
Shoe Co., Inc., Tipton, Mo. Weber 
has been active for many years as 
a group chairman serving on the 
children’s committee. He holds 
the distinction of having attended 
every Conference since its incep- 
tion. 

The 1962 Conference is sched- 
uled for May 17-20 at Cincinnati. 


German visitor finds less style awareness in U. S. 


Men in West Germany have a 
much higher degree of style con- 
sciousness than do U. S. males. 
This is the opinion of Rolf Sigle, 
technical director of all produc- 
tion for the vast shoe empire of 
Salamander A. G. Kornwestheim, 
in West Germany. 

Sigle was in this country to at- 
tend the North American Factory 
Management Conference in Cin- 
cinnati. He sat in on the educa- 
tional sessions and answered ques- 
tions. 


Styling follows women’s—Men’s 
styling in his country, Sigle said, 
follows women’s styling, including 
double needle toes and squared- 
off pointed toes. Men wear more 
colorful shoes—as many as 25 col- 
ors are offered each season. 

Men’s construction since 1954 
has moved steadily in the direction 
of cements. Seven years ago there 
were no men’s cements, but now 
two-thirds of all men’s production 
is in cements, one-third in welts. 


Favors conveyors—In the realm 
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of technology, Sigle pointed out 
that U. S. producers would need 
fewer lasts in their plants if they 
learned to lean more heavily on 
conveyors and conveyor systems. 
Modern transporters won't take 
shoemaking from cow to consumer, 
but increased awareness of their 
valuable efficiency rating could 
help this nation’s production. 
The U. S. has a good edge on 
West Germany in mass production 
and productivity, Sigle added, but 
it takes this country longer to 
latch onto a new style or trend 
than it does Salamander. With 
smaller factories and more exten- 
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sive use of conveyors and trans- 
porter systems, it can take advan- 
tage of style changes quickly. Sal- 
amander still looks to Italy for 
fashion direction. 


Host to Americans — For the 
U.S., Sigle recommended “smaller, 
specialized factories”—with better 
communication and cooperation 
between sales staffs and produc- 
tion corps. 

Sigle will host a group of Amer- 
ican shoemakers in the near future 
when the production heads spend 
two weeks in West Germany study- 
ing the giant Salamander opera- 
tion. 


CLARKS DESEAT® BOOT GOES TO SEA 


MADE OVER THE FAMOUS CLARKS DESERT 


CASUAL LAST, THE NEW DESERT KHAN 
IN WASHABLE WHITE LEATHER WITH 
NON-SLIP RIBBED SOLE IS THE 
FINEST THING OF ITS KIND — FOR 
YACHTING, RESORT am 
WEAR AND FOR 
PROFESSIONAL PEOPLE. 
IN WOMEN’S STYLES, 
T00. 

AT BETTER 

STORES 


y/ 


WOMEN’S STYLES — 


Clarks 


OF ENGLAND - 331 BOSTON POST ROAD - NURWALK, CONNECTICUT 


WHITE — SAME DETAIL — $12.95 
BROWN — MICROCELLULAR SOLE — $12.9% 
SAND SUEDE— CREPE SOLE— $12.95 


[Ain 


MADE IN ENGLAND 


_— Le Sy 
A ne 


BESEAT'AAAN 
WHITE WASHABLE 
LEATHER, SOLE: RIBBED 
GRISTLE, AND IN AN 
TIQUE BROWN OR BLACK 
LEATHER, (microceliviar 
sole $14.95 


SAND OR LODEN GREEN 

BRUSHED LEATHER, 

(genuine crepe sole 
$12.95 


PRODUCTION 


Heydays quits business; 
president won't comment 


Heydays Shoes, Inc., has gone 
out of business. Operation of the 
St. Louis shoe manufacturing firm 
ended abruptly on April 25 with- 
out previous notification to the 
trade. It was understood that the 
company is being liquidated. The 
move comes as a zurprise to St. 
Louis shoe people. 

Ed Morris, Heydays’ president, 
declined to comment on the move. 
“I have nothing to say,” was his 
only comment. “And I have no 
comment on my future plans or 
the future plans of anyone in the 
organization.” 

Heydays produced some 2,500 
pairs of women’s walking shoes 
and casual-type stitchdowns daily 
at its combination office and plant 
building, 2032 Locust St., close 
to downtown St. Louis. The firm 
was one of the few makers to turn 
out footwear in St. Louis proper. 

James S. Legg, vice-president 
and sales manager, has long been 
known to the trade as the creator 
of the character, “Humphrey 
Smith”. Legg’s future plans were 
unknown. 


MARKETING 


Represents Italian firm 


Capitol Shoe Findings Co., Bos- 
ton, jobbers and manufacturers’ 
agent handling shoes and shoe 
store supplies, has been appointed 
sales representative for Fabiano 
Shoe Mfg. Co. of Italy. Fabiano 
makes men’s and women’s dress 
shoes, ski boots, desert boots and 
other types. 





BALLET SLIPPERS 


ACROBATIC SANDALS 


A reliable source for quality — at factory 
prices. All sizes and colors available, also 
men’s sizes in the Sandals. You can order 
sizes you want. (Est. 1945) 


HOLLYWOOD PRODUCTS, INC. 


COLUMBUS 16, 0. (Factory) 
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JULIAN STEELE GUTHARTZ 


Representatives named 
for two new EJ brands 


Sales representatives have been 
named for the new “Fashion 10” 
and “Romper Room” women’s and 
children’s brands of Endicott 
Johnson Corp., Endicott, N. Y. 

Lyle W. Julian will be West 
Coast (west of Denver) salesman, 
with headquarters in Los Angeles. 
Richard C. Steele, formerly with 
Sandler Shoe Co., will cover Ala- 
bama, Georgia, Kentucky, Louis- 
iana, Mississippi, Tennessee, 
Texas, Oklahoma, Kansas, Indiana 
and Chicago. 

Marvin Guthartz, formerly with 
International Shoe Co., will cover 
New England, New York State, 
New Jersey, eastern Pennsylvania, 
Maryland, Delaware and the Dis- 
trict of Columbia, as well as 
Florida. Benjamin A. Nahmias, 
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NAHMIAS KLEVAN SHERMAN 


previously with American Juniors 
Shoe Co., will carry the two lines 
in the Cleveland area. Myer Kle- 
van, formerly with Sandler, will 
travel Michigan, Ohio, western 
Pennsylvania, the Carolinas and 
Kentucky. 

In addition, Hugh D. Sherman, 
EJ representative in the Wash- 
ington-Baltimore area for 13 years, 
has been named Philadelphia- 
Pittsburgh district manager, cov- 
ering Pennslyvania, southern New 
Jersey, Delaware, Maryland, Vir- 
ginia and the District of Columbia. 


NEW LINES 
‘Tom, Dick and Harry’ 


Allen-Edmonds Shoe Corp., Bel- 
gium, Wis., has introduced a “Tom, 
Dick and Harry” group comprising 
three basic styles: the Tom is a 
Guantone- stitched elastic slipon 
moccasin; the Dick is a Guantone- 
stitched blucher moccasin, and the 
Harry is an English wing tip. Each 
retails at $24.95. 


Nurses’ line extended 

A new Nurse-Mates Imperials 
line by Phyllis Shoe Co., Lowell, 
Mass., will sell in the $6.95 to $8.95 
bracket as an extension of the 
budget-priced Nurse - Mates line. 
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Sales Manager Robert Fenn said 
the Imperials will feature six styles, 
Magicomfort cushion, washable 
white leather, one-piece seamless 
tongue, higher inside wedge on 
wedge heels, crepe soles, air vents 
and cookie arch. 


Red Wing lightweights 

Red Wing Shoe Co., Red Wing, 
Minn., has introduced a line of 
men’s work and casual styles with 
lightweight construction, Forward 
Thrust soles and Maple Softie 
leather uppers. The new Com-Pac’s 
line includes an oxford, a chukka 
and 6-in., 8-in., and 9-in. pullon 
styles. 

“Test-walk the new lightweight 
Com-Pac’s” is the theme of a dealer 
promotion kit made available by the 
manufacturer. 


Makeup line for teens 


A makeup line of teenage pat- 
terns, intended for department 
stores and small chains, has been 
introduced by the Kaut White Shoe 
Co., a division of Ed White Junior 
Shoe Co., Paragould, Ark. The ap- 
proximately 50 patterns include 
both dressy and casual types and a 
full range of heel heights. The 
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shoes are slanted to price at $6.95 
and up at retail. 

Ed White Junior has not pushed 
a makeup line for several years. 


Wardrobe doubler: laced 
shoe that becomes slipon 


From a conventional laced shoe 
to what looks like a Continental 
slipon in 30 seconds: that’s the 
claim made by Joseph F. Corcoran 
Shoe Co., Stoughton, Mass., for its 
new Two ’n One shoe. The com- 
pany is promoting the idea of “two 
pairs of shoes in one” to double the 
footwear wardrobe. 

To convert from laced shoe to 
slipon, the wearer loosens the laces, 
flips out the larger of two tongues, 
tightens the laces and lays them 
down the center under the larger 
tongue. To convert back to laced 
shoe, the procedure is reversed. 

Corcoran is making Two ’n One 
golf, casual and dress shoes with 
plain or moc toes to sell in the $12- 
$15 range. The company has li- 
censed International Shoe Co., 
Brown Shoe Co., B. F. Goodrich 
Co., Genesco, Inc., and Cumberland 


Two ‘'n One plain-toe moc casual 


Shoe Co. to use the new construc- 
tion. 


FOREIGN TRADE 


Muskie Bill finds favor 


with shoe manufacturers 


Leaders in the National Shoe 
Manufacturers Assn.’s long-term 
fight to control imports view the 
Muskie Bill, recently introduced 
in the Senate, as an answer to 
their problem. 

The bill, presented by Senator 
Edmund S. Muskie of Maine, is 
formally called the Orderly Mar- 


keting Act of 1961. It provides 
for voluntary quotas negotiated by 
the Secretary of State with other 
countries in cases where U.S. in- 
dustries suffer from imports pro- 
duced under working standards 
and wages below U.S. ‘evels. 
“For the footwear industry, it 
promises to be a solution to the 
highly involved imports problem,” 
said Percy N. Burton, NSMA 
president and also president of 
Craddock-Terry Shoe Corp. 


FINANCIAL 
Wolverine sales jump 


A 40 per cent increase in ship- 
ments enabled Wolverine Shoe 
& Tanning Corp., Rockford, Mich., 
to post a consolidated sales gain 
of 27 per cent for the first 12 
weeks of the year, compared with 
the same period of 1960. President 
A. K. Krause told shareholders 
that dollar volume rose to $4,455- 
437 from $3,498,818. Earnings per 
share climbed from 14¢ to 39¢. 

Krause said the company’s 1961 
objective is a 20-25 per cent in- 
crease in dollar sales over 1960. 
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MANAGEMENT 
Morrison joins Banner 


Bart J. Morrison, who resigned 
es recently as assist- 
ant vice-president 
of John Irving 
Stores Corp., has 
been named ex- 
ecutive vice-presi- 
dent of Banner 
Footwear Corp., 
Montrose, Pa. 
Walter E. Barnes, 
company presi- 
dent, said Morri- 
son will be re- 
sponsible for styling and marketing 
of all footwear. 


BART J. MORRISON 


Brown Shoe names VP 


Theodore R. Volenetz has been 
named vice-pres- . eines 
ident in charge Be: ff" 
of shoe manufac- Beg 
turing for Brown | 
Shoe Co., St. | 
Louis. 

Volenetz joined | 
Brown in 1926 | 
and has held ex- 
ecutive positions 
in the manufac- 
turing division. 
Last year he be- 
came director of manufacturing, 
responsible for all shoe manufac- 
turing divisions. 


T. &. VOLENETZ 


Freeman names Purtell 


VP for manufacturing 


Freeman Shoe Corp., Beloit, Wis., 
has appointed Raymond F. Purtell 
vice - president, manufacturing. 
Since joining the company in 1959, 
Purtell had been director of manu- 
facturing, labor relations and pur- 


ORVILLE ALWES RAYMOND PURTELL 


chasing and served on the firm’s 
management committee. 

Freeman Shoe also announced 
the appointment of Orville Alwes, 
a 20-year company veteran, as gen- 
eral superintendent of factories. 


LABOR 


USWA backs Muskie 
bill to regulate imports 


The shoe import problem was a 
major topic of discussion among 
the 300 delegates attending the 
12th biennial convention of the 
United Shoe Workers of America, 
AFL-CIO, May 1-5 in Boston. 


The group felt that present tar- 
iff regulations are not adequate to 
protect the American shoe indus- 
try and its workers. As a result 
the USWA went on record in sup- 
port of legislation introduced in 
Congress by Senator Edmund S. 
Muskie (Dem., Me.). His bill pro- 
vides for a footwear quota that 
would consist of a base pairage 
figure plus a percentage figure 
that would rise as U. S. shoe con- 
sumption rises. 

George Fecteau, USWA general 
president, said the union believes 
that the bill will give added pro- 
tection to shoe industry jobs with- 
out jeopardizing foreign trade. 

Other convention topics: 

© Automation: Fecteau said this 
trend is gradually cutting into 
shoe industry jobs. The union’s 
job now, he said, will be to assure 
that the resulting smaller labor 
force receives a higher wage to 
compensate for the loss of jobs. 

© Merger: In a convention ad- 
dress, John E. Mara, general pres- 
ident and secretary-treasurer of 
the Boot and Shoe Workers’ 
Union, AFL-CIO, proposed a 
merger of his union and the 
USWA. At present most of the 
100,000 unionized shoe workers 
are divided almost equally be- 
tween the two. 

® Expansion: Plans were voiced 
to unionize unorganized workers 
throughout the country, especially 
in the South. 


Shoes and the shoe industry get strong promotion push at union exhibition 


end 


{ 


were referred to local shoe stores where they could buy the shoes 
exhibited. As part of its public relations effort on behalf 
of shoes, the union distributed copies of a booklet of baseball 
facts, with shoe manufacturers and their brands listed at the back 
to help defray publication costs. 


Union-made shoes, as presented by the Boot and Shoe Workers’ 
Union, AFL-CIO, were a major attention getter at recent Union 
Industries Show in Detroit. Some 500,000 peo; ie saw the display, 
including exhibits of many shoe manufacture.s, and talked with 
“shoe counselors” at the long booth. More than 2,500 of them 
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TECHNOLOGY 


Thermalasting process 
insures last conformity 


International Shoe Machine 
Corp., Boston, has introduced its 
new Thermalasting process that 
provides exact last conformity. The 
method lasts shoes entirely with 
thermoplastic cement. No tacks, no 
metal fastening, and no pre-ce- 
menting are required. 

The new process allows a three- 
machine lasting room, called the 
Thermalasting room, which con- 
sists of International’s Combination 
Heel Thermalaster, Combination 
Toe Thermalaster, and the Therma- 
laster that sidelasts in one continu- 
ous operation. 

A newly developed counter mate- 
rial is used that is composed en- 
tirely of thermoplastic material 
suited for molding. The machines 
completely take over the critical op- 
erations of lasting, and an operator 
reportedly can become efficient 
after only a short break-in period. 

Shoemaking economies possible 
to manufacturers are many and 
varied depending on methods cur- 
rently being used, type of shoes 
being made, and other variables. 
But International has cited the fol- 
lowing example for a comparison 
between conventional lasting and 
Thermalasting: 

To produce 50 cases per day by 
conventional! lasting methods would 
require 9-12 machines, 8-11 opera- 
tors and 700-800 sq. ft. of space. 


WELLCO SHOE CORP. Waynesville, 


Thermalasting requires only 5 ma- 
chines, 6 operators, and 150 sq. ft. 

A demonstration of the Therma- 
lasting room in action at the recent 
North American Factory Manage- 
ment Conference in Cincinnati 
proved to be one of the highlights 
of the show. 


Sterling to make plastic 
lasts at L. |. City plant 


Sterling Last Corp. will begin 
converting its main plant in Long 
Island City, N. Y., from production 
of wood lasts to plastic lasts early 
this summer. The company, which 
recently introduced the first com- 
mercially available plastic last un- 
der the name Sterlon, already has 
a large plastic last factory in op- 
eration in Tennessee. 

David Serling, president, said in- 
quiries have come in from shoe 
manufacturers in Europe, South 
America, Australia and other parts 
of the world. Sterling Last will 
license other last makers to manu- 
facture the plastic product, he 
added. 

To date, Sterling has produced 
more than 10,000 of these lasts. 
According to the company, they are 
adaptable to all types of footwear 
and all kinds of shoe constructions. 

“The sampling and actual orders 
placed by leading shoe manufactur- 
ers throughout North America have 
placed our production facilities on 
a full-steam-ahead basis,” Presi- 
dent Serling said. 
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Kamborian gets patent 
for toe and heel lasting 


Jacob S. Kamborian, president of 
International Shoe Machine Corp., 
has been granted a patent covering 
a method of lasting toes and heels 
which has been in use throughout 
the indvstry for some time. 

Kamborian describes the patent 
as essentially applying to the de- 
positing of a ribbon of adhesive 
close to the junction of the shoe 
upper and shoe insole, which is fol- 
lowed by a wiping of the lasting 
margin down against the insole. 
The method was first introduced by 
International concurrent with the 
development of their Semi-Auto- 
matic Toe Laster. 

International is willing to grant 
non-exclusive licenses to all manu- 
facturers presently using the meth- 
od covered by the patent, as well as 
others who may wish to use it in 
the future. 


MARKETING 
Retailer events planned 
at June Leather Show 


The Tanners’ Council of America 
is making a strong bid for re- 
tailer attendance at the June 18-21 
Leather Show in the Statler Hilton 
Hotel, New York. Irving R. Glass, 
TCA executive vice-president, said 
the extension of the show to four 
days will give retailers from the 
New York metropolitan area and 
adjoining areas more opportunity 
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to become familiar with leathers 
for spring 1962. 

Special showings for retailers 
will start Sunday afternoon, June 
18. Other showings are set for 
Monday morning and afternoon, 
Tuesday morning and afternoon, 
and Wednesday morning. Accord- 
ing to the Council, sore large New 
York retailers are planning group 
visits to the show by their sales 
staffs, 

A display of merchandising aids 
prepared for 1961 promotions by 
LIA will be set up. Retailers will 
be able to order free merchandising 
packets for fall 1961 and spring 
1962 promotions, and to acquire 
leather color cards. 


Competition of leather, 
synthetics seen as boon 


Intensifying competition between 
leather and synthetics has proved 
an unexpected boon to the shoe in- 
dustry, officials of the Allied Shoe 
Products Show say. This situation 
has stimulated the development of 
improved components which have 
added much to footwear values. 
And it has sparked “unprecedented 
creative effort’ among the allied 
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shoe trades firms which will exhibit 
in the Allied Products Show, June 
17-20 at the New York Trade Show 
Bldg. 

“Increased emphasis on research 
and product development among the 
allied trades has not only resulted 
in many new product designs and 
functions,” said Clarence R. Heyde, 
executive director of the Allied 
Show. “It has given manufacturers 
of both leather and synthetic prod- 
ucts a more realistic approach to 
today’s market demands.” 

Heyde said shoemen are bene- 
fitting from the “marriage” of vari- 
ous synthetics with leathers, com- 
bining the advantages of both to 
produce a more saleable product. 
Some examples: cushion foam lami- 
nated to leather uppers; urethane 
finishes which reduce leather crack- 
ing; leather vamps combined with 
synthetic stripping. 


Plastic heel covers pass 
Y2 million-pair sales mark 


One woman’s answer to the 
perils of spike heels—a plastic 
heel cover that protects floors and 
reduces the potential hazard to 
the wearer—has passed the half- 
million-pair mark in sales in two 
years. The French Heel Covers, 
which fit easily over stiletto heels, 
are made in Philadelphia (1941 N. 
83lst St.) by their inventor, Mrs. 
Evelyn Grossman. 

Available in small and medium 
sizes, the heel covers are distrib- 
uted through jobbers to a variety 
of outlets, including shoe stores. 
Principal market for the product 
is seashore resorts, where the 
flat-bottomed caps prevent women’s 
heels from slipping into the cracks 





of boardwalks. The covers are also 
said to prevent heels from cutting 
through plastic boots, and from 
sticking in mud and grass. 


Represents Winslow 


Winslow Brothers & Smith, Bos- 
ton, has appointed J. S. Salomon & 
Co., New York, as sales representa- 
tive for greater New York and 
Connecticut, as well as New Jersey 
and Pennsylvania accounts with 
buying headquarters in New York. 
Salomon will handle the entire line 
of Winslow sheep and lambskins to 
the shoe, handbag, garment and 
specialty trades. 


MANAGEMENT 


T. K. Seiberling named 
head of Ark. subsidiary 


Officers and directors have been 
named for the newly formed Bates- 
ville Rubber Co., Batesville, Ark., a 
subsidiary of Seiberling Rubber Co. 
Plant facilities are under construc- 
tion for the new firm, which will 
manufacture shoe products and also 
tire recapping materials. 

T. K. Seiberling, general man- 
ager of Seiberling’s shoe products 
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division, will be president and 
board chairman of the Batesville 
firm. D. R. Kronenberger, comp- 
troller of Seiberling, will be vice- 
president and treasurer. R. L. Per- 
kins, Seiberling secretary and legal 
counsel, will be secretary. 

The new factory is scheduled to 
go into production by mid-summer. 


Directs Cycolac sales 


John Haher has been named sales 
manager for Cy- 
colac brand poly- 
mers, women’s 
heel material 
manufactured by 
Marbon Chemical 
division, Borg- 
Warner Corp., 
Washington, W. 
Va. He succeeds 
William A. Suiter, 
recently named 
vice - president in 
charge of marketing for Marbon. 

For the last five years Haher was 
product sales manager of Dayton 
Rubber Co. 


JOHN HAHER 


Heads American Heel 


Vincent R. Meninno has been 
elected president and general man- 
ager of American Heel & Counter 
Co., Brockton, Mass., manufac- 
turer of stacked heels, men’s spe- 
cialty heels and men’s, women’s 
and children’s counters. He suc- 
ceeds his father, Vincent R. Sr., 
who died last November. Meninno 
has been associated with the com- 
pany since 1940, and has served as 
production manager, materials 
buyer and stylist. 

Frederick W. Blunt has been 
re-elected treasurer. 


NEW LINES 
Crushed glove ‘Tiara’ 


Colonial Tanning Co., Boston, has 
added Tiara to its line of crushed 
glove leathers. This new grain 
joins Tumbler, Trampolina and Tip- 
Top as products designed to meet 
the growing demand for soft, mel- 
low tannages. 

Tiara fits into a broad range of 
unlined shoe effects and is available 
in a complete line of colors, the 
company says. 


Long-wearing shoelace 


Donald W Light of Pepperell, 
Mass., has developed a new type 
shoelace that he claims will wear 
as long as the shoe, will remain 
tied and offers greater comfort 
than standard laces. The new 
stretch laces feature flexibility 
and compressibility —they creep 
back rather than snapping back. 
The lace material is designed to 
hold a knot tied. 

Comfort is obtained by the 
flexibility of the laces across the 
instep, which alleviates any feel- 
ing of binding. The laces are avail- 
able in brown, black, and white, 
and one lace fits both adults’ and 
children’s shoes. 


ORGANIZATIONS 
Boston club elects 


Wendell R. Bauckman of Griess- 
Pfleger Tanning Co., Boston, has 
been elected president of the Bos- 
ton Boot and Shoe Club for the 
1961-62 season. 

Other officers elected were: 
treasurer, Irwin Katz, Hubbard 


Shoe Co., Rochester N. H.; vice- 
president, Wallace J. McGrath, 
John E. Lucey Co., Bridgewater, 
Mass.; second vice-president, 
Francis L. Shea, Barbour Corp., 
Brockton, Mass.; third vice-presi- 
dent, Richard J. Potvin, R. J. Pot- 
vin Shoe Co., Brockton, Mass.; 
and secretary, Maxwell Field. 


Delaware Valley outing 


The 15th annual golf outing of 
the Delaware Valley Tanners Club 
is set for Friday, May 26, at the 
Brandywine Country Club, Wil- 
mington, Del. Reservations can be 
made through Chris Nugent, Rohm 
& Haas Co., 222 W. Washington 
Sq., Philadelphia 5. 


MISCELLANY 
Amdur moves offices 


Amdur Leather Co., Inc., New 
York-headquartered tanner of side 
leathers and chrome splits, has 
moved its Boston offices and ware- 
house to larger, more modern quar- 
ters at 210 Salem St., Woburn, 
Mass. These facilities are at Am- 
dur’s side leather tannery. 


Italian machine exports 


Italy is growing in importance as 
an exporter of tanning machines 
and equipment. Exports in 1960 
were five times as great as nine 
years earlier, and Italian suppliers 
think their export market is ready 
for further development. But mean- 
while, however, Italy’s imports of 
tanning machinery increased by 
one-third in 1960 over the 1959 
level. 
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A PLAQUE FROM “210”: Ward 
Melville, board chairman of Mel- 
ville Shoe Corp., is the recipient 
of the 138th annual T. Kenyon 
Holly Memorial Plaque, awarded 
by the 210 Associates May 2 at 
its annual banquet in New York, 
attended by 1,700 executives. A. 
W. Berkowitz of Songo Shoe Man- 
ufacturing Co. presented the 
award, given for work in “philan- 
thropy, education, social welfare 
and civic endeavors. 

“Mr. Melville,” said the cita- 
tion, “despite his extensive busi- 
ness interests, has always found 
time to actively and materially 
support an extraordinarily wide 
range of worthy causes and benev- 
olent organizations.” 

* a - 

HONORED: J. O. Moore, a past 
president and a founder of the Na- 
tional Assn. of Shoe Chain Stores, 
was elected an honorary vice-pres- 
ident for life ... Albert Clayton, 
shoe department manager at the 
ZCMI store, Salt Lake City, Utah, 
was honored at a breakfast on 
his retirement from that position 
after 52 years’ service. At his 
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A. W. Berkowitz (left) presents T. Kenyon 
Holly Award to Ward Melville at '210's” 
22nd anniversary banquet in New York. 


request he will continue with the 
store as a shoe salesman 
William E. Cohen, executive vice- 
president of Bixby Box Toe Co. 
and sales manager of William E. 
Bixby & Co., Haverhill, Mass., 
has received the 1961 B’nai B’rith 
Distinguished Service Award for 
promoting democratic principles 
and contributing to community 
welfare. 


SALUTE TO SEARS: W. Maxey 
Jarman, chairman of Genesco, 
Inc., heads a committee of busi- 
nessmen honoring Sears, Roebuck 
& Co. on its 75th birthday, as an 
outstanding example of the na- 
tion’s free enterprise system. He 
spoke at ceremonies May 1 at 
Valley Forge, Pa., where construc- 
tion began on the American Free- 
dom Center, a library and research 
area to be built by the Freedoms 
Foundation. The library will bear 
the Sears name. 

co . e 

SUCCESSFUL DECORATORS: 
West Coast Shoe Travelers’ Asso- 
ciates announced the winners of 
a room decoration contest held at 
its fall showing in Los Angeles. 
Plaques were awarded in five 
categories: general, James Pat- 
rick Duggan, Hood Rubber Co.; 
women’s, George Barnett and Tom 
Vanderford, Life Stride division, 
Brown Shoe Co.; children’s, Lyle 
Julian and E. J. Dashofy, Romper 
Room shoes by Endicott Johnson; 
men’s, Lloyd Lingel, Banister, and 
slippers, Pearce Newell, Nite- 
Aires. 





DEATHS 


HARRY BENNIGSON, 68, exec- 
utive vice-president and a director 
of Hamilton Shoe Co., St. Louis; 

April 30, in St. 

Louis. Active in 

™ NSMA, he was 

' treasurer of the 
' St. Louis Shoe 

Manufacturers 

Assn. since 1952. 

Before joining 

Hamilton, he was 

sales manager of 

the women’s divi- 

sion, Florsheim 

Shoe Co. A son, 
Ramon L., who survives, is sales 
manager of Hamilton’s Penaljo di- 
vision. ; 


CECIL L.: DRAKE, 74, a sales 
representative for International 
Shoe Co. for more than 30 years 
until his retirement; April 8, in 
Oklahoma City, Okla. 





HARRY BENNIGSON 


May 15, 1961 


ARTHUR A. LIVERS, 73, re- 
tired president of Frank Brothers 
Footwear, Inc., who was associ- 
ated with the firm from 1933 until 
his 1955 retirement; April 13, in 
New York City. He was formerly 
general manager of retail opera- 
tions for I. Miller. 


HARVEY R. HEROLD, 74, a 
partner in Herold’s Shoes, San 
Jose, Calif., until his retirement 
four years ago, and a son of the 
founder; April 7, in San Jose. 
Herold’s is the oldest shoe firm in 
California operated continuously 
by one family. Chester Herold, a 
brother of Harvey, and Chester’s 
son, Phil, now own it. 


MORRIS ROSENBLOOM, 65, 
an associate buyer for Shoe Corp. 
of America; April 17, in Colum- 
bus, O., of cancer. 


SHELDON KAHAN, 72, owner 
of Kahan Shoe Store at 3826 
Broadway, Chicago; April 6, in 
Chicago. 


ALBERT P. PAULUS, 48, man- 
ager of a Karl’s Shoe Giant store 
in Denver until his recent trans- 
fer to manager of an Arvada, 
Colo., unit; April 3, in Denver. 


HYMAN KAPLAN, 53, co-owner 
of the Kapsen Shoe Store, 9038 
12th, Detroit; April 3, in Detroit. 


CHENEY E. COOK, 78, well- 
known veteran of many years in 
the leather industry, and retired 
president of Winslow Bros. and 
Smith Co., Norwood, Mass., tan- 
ning concern; recently, in Salem, 
Mass. 


C. STANLEY HOWELL, 64, as- 
sociated with the Howes Leather 
Co. of Boston for 46 years and 
president of its J. D. Nielson divi- 
sion in Chicago; April 15. 


HARRY FREEDMAN, 72, pres- 
ident of Boston Toplift and Cut 
Sole Co., and member of New 
England Shoe and Leather Assn.; 
recently, in Weymouth, Mass. 
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FRED STENBUCK JERRY SILVERS DON ROSENSAUM PETE MALIS WM. A. BRIDGES 
Mutucl Shoe Sales Mutual Shoe Sales Mutual Shoe Soles Mutual Shoe Sales Scholl Mfg. Co. 


BERT SCHWARZ 
Mannequin Shoes 


EDWARD J. IVES 
Endicott Johnson 


Chains... 


EDISON BROS. STORES, INC., 
St. Louis—Appointed Herbert M. Tal- 
coff to a sports shoe and welt division 
executive post in the home office. 
He formerly managed a Chandler’s 
unit in Eatontown, N. J. 


GILBERT SHOE STORES, INC., 
Columbus, O. — Appointed Howard 
Weiner district manager in Indiana 
and northwestern Ohio, with head- 
quarters in Toledo. He formerly 
managed the Lima, O., outlet. 


G. R. KINNEY CORP., New York 
—Appointed E. P. Dimm auditor of 
the northeastern territory and named 
George Payne to succeed him as 
district manager of the central Penn- 
sylvania league. Payne formerly 
managed the Hyattsville, Md., store. 

MID-CONTINENT RETAIL CO., 
division of Genesco, Inc., Nashville, 
Tenn.—Appointed Ben G. McCafferty 
administrative manager for a separ- 
ate buying and merchandising de- 
partment. He was formerly mer- 
chandiser of shoes and children’s 
clothing for Gus Blass Co., Little 
Rock, Ark. 


Departments. . . 


BULLOCK’S, Los Angeles—Trans- 
ferred Milton Barad from buyer of 


- 
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Welico Shoe Corp. Dunham Bros. Co. 
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women’s casuals for its downtown 
store, to women’s shoe buyer for its 
Westwood store, replacing Jack 
Lance, who resigned recently. 

Promoted Edward Rudan from 
buyer of women’s slippers for the 
downtown store to Barad’s former 
post, and promoted Helen Rischitelli 
from saleswoman to fill Rudan’s 
former job. 


CARSON PIRIE SCOTT & CO. 
Chicago—Appointed O. John Roe 
manager of the Randhurst Shopping 
Center store in Mt. Prospect, due to 
open in August 1962. He is group 
merchandise manager of women’s 
and children’s shoes. 


MAURICE L. ROTHSCHILD- 
YOUNG-QUINLAN CO., Minneap- 
olis—Appointed L. A. (Chuck) Fink 
assistant buyer of men’s shoes. He 
formerly was manager of the men’s 
and children’s shoe department at 
Powers’ Highland Village store, in 
St. Paul, Minn. 


Manufacturers .. . 


B G S SHOE CORP., Manchester, 
N. H. — Appointed Red Solomon 
(former New England salesman) and 
Zvi Cohen assistant sales managers, 
serving under William Lubell in a 
program of field sales management. 

Appointed Philip Eisen to cover a 


# 


. VOGTMAN H. S$. BRETT 
Dunham Bros. Co. 


Dunham Bros. Co. 


JACK SCHNIPPER 
Dunham Bros. Co. 


newly created territory of Kansas, 
Nebraska, Missouri and Oklahoma. 
(Sol Marsh, who covered part of this 
area, will concentrate on Illinois, ex- 
cept some northern counties. Erwin 
Werth will cover Indiana, Michigan 
and some Illinois counties, and Pat 
Shuman will travel Ohio.) 
Appointed Jerry Kent sales rep- 
resentative in upper New York State. 
He was formerly customer service 
manager in the home office. 
Transferred Robert Kraft to the 
Brooklyn, Staten Island and lower 
Manhattan sales territory. 
Appointed William Reilly sales rep- 
resentative in western Massachusetts, 
Vermont, New Hampshire and Maine. 


ENDICOTT JOHNSON CORP., 
Endicott, N. Y.—Appointed Edward 
J. Ives advertising and sales promo- 
tion manager. He was formerly re- 
tail services manager of the Chem- 
strand Corp. 

Appointed Sam Bader vice-presi- 
dent, real estate, of Endicott John- 
son Realty Co., a subsidiary in the 
retail field. 

Appointed Gerry A. Lebach sales 
representative in West Germany, with 
offices in Frankfurt. He is also a 
textile executive. 

FREEMAN SHOE CORP., Beloit, 
Wis.—Announced retirement of Her- 
man C. Johnson as regional sales 


Cc. G. O'BRIEN 


ROBERT H. DENNIS 
United Shoe United Shoe 
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manager and transferred Robert C. 
Roth from metropolitan Chicago and 
northern Illinois to succeed him as 
sales representative in eastern Penn- 
sylvania, Delaware and_ southern 
New Jersey. 

Appointed Carroll R. Langton 
sales representative in Nebraska and 
Kansas, succeeding Fergus Heintz, 
who resigned. Langton formerly 
handled special accounts and assign- 
ments. 

Appointed James Dineen to suc- 
ceed Roth in the metropolitan Chi- 
cago-northern Illinois territory, work- 
ing under direction of Michael S. 
Garry, Chicago salesman. 

Transferred Paul Feuerstein from 
the central California territory to 
the data processing department as a 
program director. (E. A. Nuoffer 
and N. W. Johnson will take over his 
accounts.) 


MARGARET-JERROLD ASSOCI- 
ATES, INC., New York—Appointed 
Richard C. Joseph as associate of 
E. Jerrold Miller, senior partner, in 
the sales division. He was formerly 
with Genesco, Inc., in charge of 
several retail departments. 

Promoted Miss Laura Tosato to 
associate to Margaret Clark Miller, 
senior partner, in charge of design. 

Promoted Miss Marilyn Crane to 
associate in charge of publicity and 
samples. 


MANNEQUIN SHOES, INC., New 


York—Appointed Bert Schwarz sales 


He was 
Miller as a saies 


representative in Illinois. 
formerly with I. 
representative. 


MUTUAL SHOE SALES CO., May- 
nard, Mass.—Appointed Fred Sten- 
buck sales representative in Ohio, 
Michigan and West Virginia for the 
Arpeggios line. He formerly covered 
this area for Ainsworth Shoe Co. 

Appointed Jerry Silvers sales rep- 
resentative in Ohio, Michigan and 
West Virginia for Foot Flairs. He 
formerly traveled these states for 
Allure Shoe Corp. 

Appointed Don Rosenbaum sales 
representative in Illinois, Indiana 
and Kentucky for Arpeggios and 
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Foot Flairs. He was formerly with 
ISCO’s Accent division. 

Appointed Neil MacLeod sales rep- 
resentative for Arpeggios and Foot 
Flairs in Oklahoma, Kansas, Arkan- 
sas, Missouri and part of Nebraska. 
He was formerly with Brown Shoe 
Co.’s Naturalizer division. 

Appointed Pete Malis sales repre- 
sentative for Arpeggios in New Eng- 
land. He formerly traveled for Dun- 
ham Bros. Co. 


THE SCHOLL MANUFACTURING 
CO., INC., Chicago—Appointed Wil- 
liam A. Bridges as western states 
sales representative in charge of an 
expansion program for dealer-owned 
Dr. Scholl Foot Comfort Shops. Los 
Angeles is his headquarters. 


TRUITT BROTHERS, INC., Bel- 
fast, Me. — Elected Chester E. 
Blackey, Jr., vice-president. To- 
gether with V. J. Klyne, executive 
VP, he will direct styling and sales. 
He will maintain a Boston sales 
office. 


WELLCO SHOE CORP., Waynes- 
ville, N. C.—Appointed Marshall E. 
Fiedler mechandise manager, with 
offices in New York. This is a newly 
created post. 


Wholesalers .. . 


DUNHAM BRwUS. CO., Brattle- 
boro, Vt.—Appointed Robert W. Carr 
sales representative in northern In- 
diana. He formerly traveled a Mid- 
west territory for Joseph Herman 
Shoe Co. 

Appointed Douglas W. Vogtman 
sales representative in Wiecconsin, 
succeeding J. Paul Boat, now district 
sales manager for Dunham’s Midwest 
division. Vogtman formerly man- 
aged a retail store. 

Appointed Herbert S. Brett sales 
representative in Chicago and sub- 
urbs, working out of a new Chicago 
office. He was previously with Gen- 
esco’s Cedar Crest division. 

Appointed Jack Schnipper sales 
representative in Connecticut and 
Massachusetts. He formerly repre- 
sented Endicott Johnson. 
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Allied products... 


BEARFOOT SOLE CO., INC, 
Wadsworth, 0. — Appointed Irving 
Zamcheck, president of Zamcheck 
Sales Co., and his associates, of 
Boston, as sales _ representatives. 
Their office is at the same location 
where Bearfoot has maintained a 
New England sales office under Harry 
T. Fogg. The new organization will 
cover New England and _ central- 
western New York State. 


DOW CORNING CORP., Midland, 
Mich.—Appointed Robert E. Vidal 
manager of the Greensboro, N. C., 
division, including the company’s 
textile emulsion plant, silicone spe- 
cialties manufacturing and sales, and 
new product engineering laboratories. 

FEDERAL INDUSTRIES, Belle- 
ville, N. J.—Appointed Mrs. Joan 
Diller as fashion editor in its trade 
relations department. 

INTERNATIONAL SHOE MaA- 
CHINE CORP., Cambridge, Mass.— 
Appointed Anthony DeCesare  ser- 
vice manager of the Haverhill, Mass., 
district office, assisting Henry Jobray, 
district manager. 

TEXON, INC., South Hadley Falls, 
Mass.—Appointed Alphonse R. Presto 
a research chemist in its advanced 
development group. 

UNITED SHOE MACHINERY 
CORP., Boston—Promoted Clement 
G. O’Brien from assistant district 
manager at Haverhill, Mass., to dis- 
trict manager at Auburn, Me. He 
succeeds Charles E. Lord, who will 
retire Aug. 1. 

Transferred Robert H. Dennis from 
district manager at Lynn, Mass., to 
district manager at Harrisburg, Pa. 
He succeeds Martin J. Cappon, who 
also retires Aug. 1. 

Appointed Herbert R. James man- 
ager of the Lynn office and Charles 
T. Holden assistant district manager 
at Harrisburg. 

Appointed Frank E. Hersey and 
George E. Willett assistant district 
managers at Haverhill. 
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Weather dampens spring retail business 


Women turn their attention 
to whites, spectators and 
casuals with the arrival of 
summer-like weather. 


DENVER 


A construction workers’ strike 
cut work shoe sales in Denver, 
but in women’s shoe stores the 
effect was felt only on low-price 
lines. Most downtown and suburban 
shoe stores report that sales match 
or better last year’s figures for 
the same period. 

Women’s attention, spurred by 
three weeks of summer-like weath- 
er, has turned to white shoes, 
spectators and casuals. Several 
stores report depleted stocks in 
bone and patent dress shoes and 
an independent chain reports that 
color sales cut into bone sales. 

There have been heavy promo- 
tions of spectator shoes. The cus- 
tomers are buying blue and white, 
brown or beige and white and 
black and white in that order. 

Double and triple needles outsell 
other styles and there is a growing 
demand for heels 18/8 and lower. 

As June nears, white dyeable 
pump sales soar. In colors, lilac, 
orange, pink, China blue, straw- 
berry, spindrift and lime blue 
lusters all sell equally well. 

In lower-priced brackets, there 
is interest in raw silk pumps com- 
bining black and natural stripes, 
a three-eyelet pump in platinum 
kid with stacked leather mid-heel 
and all-bone grainy leather pumps 
with smooth leather overlay at 
the toe and base of the perforated 
vamp. 


Boston: Rainy weather 


keeps customers away 


Rainy weather that dampened 
late April Boston shoe business 
continued its influence into May. 

Some retailers reported that a 
few sunny days brought excellent 
business, but they were too few 
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to help sales figures for the month. 
Most stores are running even with 
last year, but they expected strong 
increases. 

Women prefer bone, black patent 
and black calf, in that order, for 
dress wear. They also like the 
pointed toe and heels from 15/8 
to 22/8. 

Daytime walking shoes with low 
stacked heels are also popular and 
selling. 

Canvas tennis shoes are still the 
favorites of teenage girls. They 
are available in basic whites, blues 
and also with pointed toes in pastel 
colors. 

In men’s dress shoes, smooth 
black has been the top seller. Slip- 
ons and three-eyelet moccasin types 
continue to get the greatest de- 
mand. 


San Francisco: Casuals 
bring in the customers 


San Francisco women are show- 
ing increased interest in casuals, 
walkers and comfort shoes. 

The women are buying casuals 
with heels that range from flats 
to mid-heels in height. The color 
preferences vary but the materials 
are all lightweight, including light 
alligator. Prices range from $10.95 
to $20.95. 

The triple needle still leads dress 
shoe sales, although a number of 
retailers are swinging toward less 
pointed lines and featuring slightly 
squared models. 


Milwaukee: Interest lags 
in bone, colors slip too 


Black patents are still the top 
sales makers in Milwaukee, but 
black and navy calf have shown 
surprising strength. Buyers predict 
black calf will continue strong for 
the summer months. 

Interest in bone has lagged be- 
hind spring forecasts and retailers 
report bone inventories that are 


higher than they would like. 

Color hasn’t resulted in the vol- 
ume expected, however greens and 
lilacs have moved at a fairly good 
pace. One surprise color is tur- 
quoise. 

Inverted seam moccasins with 
overlays are top men’s department 
items. There is strong promotion 
of unlined black-olive dress slipons. 

There are more calls for white 
shoes for little girls, but black 
is still the dominant color. 


Baltimore: Bone sells, 
white catches on too 


Heavy unemployment and un- 
seasonal weather contribute to 
continued slow sales in the Balti- 
more area. 

In girls’ and women’s shoes, 
patents have been the biggest 
sellers to date. Whites are begin- 
ning to pick up for girls, and 
bone is expected to remain strong 
in women’s summer sales. 

Men's departments continue to 
do well with slipon and three-eyelet 
Italian styles featuring low-line 
vamp stitching. One men’s depart- 
ment reported that a $12.95 men’s 
glove leather summer shoe with 
a crepe sole is moving fast. 


Chicago: There’s a move 
to find comfort in shoes 


Chicago women are buying 
walking casuals. The demand has 
resulted in reorders of several 
ribbed-sole patterns. 

One comfort last being picked 
is a punched leather shoe with 
a wedge heel and cushion sole. 
The favorite casual shoe colors 
are black alabaster, green and 
lemon. 

In the fashion shoes, the leading 
heel is 18/8 and the toe preferences 
are veering toward a two and a 
half needle. Neutrals and patents 
are still the preferred colors, but 
there is reordering of China doll 
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blue, amethyst and 
Navy fell flat. 

Retailers say tone-on-tone pat- 
terns are catching on too. 


Philadelphia: Retailers 
wait for sales upturn 


Black patents and the tans— 
especially the shades of bone—have 
come to the foreground during the 
usual spurt of spring selling in 
Philadelphia, 

Although business, in most 
cases, is better than at this time 
last year, retailers here do not see 
a strong upturn in the next few 
weeks. 

Medium heels are gaining more 
importance and triple needle toes 
remain on top in sales. 

The approach of summer has 
strengthened sales of peau de soie, 
silks and linens — especially the 
dyeable linens. 

A few days of unusually warm 
weather last month brought out 
the casua! buyers. Flats started 
to sell. But, retailers generally say 
casuals are waiting for warmer 
weather. 

In children’s dress shoes, patents 
and whites are leading in demand. 
Sandals are becoming popular for 
casual wear. 


leaf green. 


Twin Cities: Colors get 
nod, but bone leads sales 


In the Twin Cities, bone appears 
to be edging out black patent in 
women’s dress shoe sales, but in 
some situations, the race is neck- 
and-neck. 

Multi-colored and solid color 
shoes also got the shoppers’ nods 
in both leather and fabric. The 
popular colors are green, hot 
orange, strawberry and China doll 
blue, 

Retailers report some interest 
in prints, polka dots and pastels. 
Spectators combining black, brown 
or blue with white and some all- 
white shoes have begun to move. 

Both 18/8 and 23/8 heels are 
selling well. In the popular price 
lines, demand is for double needles. 
In fashion lines, the demand is 
for triple needles. 

Both blue and red have gotten 
poor response this spring. 

Customers are looking for va- 
riety in their casual purchases. 
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Midwest busy; West, NE wait 


Production is slow in the 
Los Angeles area, but inter- 
est is high in new materials 
and methods to modernize 
industry. 


LOS ANGELES 


Local production continues slow 
and the general attitude is: “It'll 
be better next month.” There ap- 
pears to be freer buying at retail 
which could well result in acceler- 
ated reorders in a few more weeks. 

The big subject of conversation 
in manufacturing circles, aside 
from the recent Fall Shoe Market 
Week, is the promised synthetic 
materials and new construction 
techniques promised by artificial 
materials. 

There is also discussion of im- 
proved adhesives and sliplasting 
methods. The wide use of thermo- 
plastics in other industries raises 
questions as to their adoption in 
the shoe industry. Art Sbicca, head 
of Sbicca of California, a medium- 
priced dress and casual shoe pro- 
ducer, said that all plastics with 
which he has experimented were 
“too brittle to be of value.” He said 
if they could be softened and 
thinned they could be considered 
superior to the sewing methods. 

With the arrival of early sum- 
mer weather, manufacturers report 
increasing reorders of walking 
shoes. Stacked leather heels are 
important on these, as on many 
other styles, in 8/8 to 13/8 heights. 


Boston: Producers say 
buyers remain cautious 


In New England orders are 
spasmodic and there are no clear- 
cut signs to indicate a strong pro- 
duction run will materialize. 

Of interest, and a good yardstick 
of shoe business, are reports that 
a few large manufacturers who 
have seldom, or only occasionally, 
bid on government business have 


been doing so the last few weeks. 
It may only be a tide-over action, 
but it is significant. 

One manufacturer attributes the 
order shortage to economic uncer- 
tainty which is causing cautious 
buying. 

One manufacturer summed up 
his situation—and New England’s 
as well—by saying, “We're doing 
business, running about the seme 
as last year, but, it’s not lively or 
pushing.” 

Men’s and women’s high-style 
makers report figures a shade up, a 
shade down or even with last year. 

The exceptions? Popular-price 
women’s makers say business is 
gathering momentum and chil- 
dren’s manufacturers, for the most 
part, have been experiencing a fair- 
ly good spring run. 


St. Louis: New shapes 
are one-fourth of orders 


St. Louis shoe firms are busy. 
Salesmen’s second road trips with 
fall footwear produced a sizable 
volume of basic and novelty shoe 
orders. Business from the major 
spring shows was also good. 

Representatives say retail in- 
ventories are in better balance than 
a month ago. 

Special price groups moved closed 
pumps and warm weather helped 
patio casuals, women’s flats and 
mid-heeled black and white and 
brown and white spectators. Some 
reorders of spectators are in. 

This is the way women’s makeup 
pairs for first fall delivery stack 
up: pointed toes, three-fourths of 
the orders; crescent and square 
toes combined, one-fourth of all or- 
ders. Of the pointed toes, manu- 
facturers say 75 per cent will be 
double needles. Makers say triples 
or sharper will enter the picture 
mainly on dress metallic pumps, 
formal pumps and cocktail-type 
transitional shoes for late August 
and early September retail selling. 
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SALESMEN ON THE ROAD — by vivian ANDERSON 


Meet Michigan's leader 


“Selling today is only 10 per 
cent; the other 90 per cent is being 
a merchandiser, advertising man, 
window man, information and em- 
ployment agent.” 

That is the manner in which 
Sidney Abramsky, president of 
the Michigan Shoe Travelers Club, 
sums up his traveling job in Mich- 

igan and northern 

Indiana as a rep- 

resentative of 

Robin Hood di- 

' vision, Brown 

| Shoe Co. Abram- 

sky insists that 

success will come 

to the salesman 

who follows the 

Golden Rule. His 

past retail experi- 

SIDNEY ABRAMSKY jjence has helped 

him, too, in calling on his accounts, 

understanding retailers’ problems 
and working with them. 

Our MSTC chief was in high 
school in 1927 when he started 
selling shoes retail for the Bedell 
Co. in his native city of St. Louis. 
(“The home of shoes and brews,” 
says Sid. “I didn’t like beer so I 
chose shoes as my career.”) He 
continued selling shoes—Famous- 
Barr Co., Stix-Baer and Fuller— 
and then in 1932 he started selling 
the Nunn-Bush line in a leased 
department at Swope’s Shoe Co. 
St. Louis. 

In 1933 he became manager of 
the department. Five years later 
he became manager of Freeman 
Men’s Store, St. Louis; and two 
years after that he was women’s 
shoe buyer for Boyd’s, holding 
that position until April 1944, 
when he entered the Navy. He 
served aboard an LST for two 
years, taking part in two opera- 
tions, Iwo Jima and Okinawa. 
After one more year at Boyd’s, 
in November 1947 our subject 
became a sales representative for 
Oomphies, Inc., covering eight 
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Midwest states. In November 1950 
he started in his present position 
with Robin Hood division, original- 
ly traveling the Chicago area, 
Wisconsin and Michigan. 


Abramsky and his wife, a St. 
Louis girl whom he wed in 1934, 
moved to Oak Park, Mich., in 1954. 
One son, Alan Lee, a graduate of 
the Wharton School of the Univer- 
sity of Pennsylvania, is serving 
in the Navy as a lieutenant (j. g.) 
aboard the USS Hancock, an 
aircraft carrier. The couple’s 
second son, Michael Farrell, will 
be graduated from Oak Park HS. 
in June and will enter college in 
the fall. 

Two hobbies occupy Sidney 
Abramsky: golf in the summer, 
woodworking at home in the win- 
ter. He has been active in NSTA 
and. had served on committees 
and as vice-president of Michigan 
Shoe Travelers for two years 
prior to his election as president. 


Honored on retirement 


Sumner C. Koch, who retired re- 
cently after 25 years with the Nat- 
ural Bridge division of Craddock- 
Terry Shoe Corp., Lynchburg, Va., 
was honored at a dinner at the 
James River Club 
in Lynchburg. 

Guests were 

members of the 

Natural Bridge : 

sales force and 

their sales man- @ 

ager, Gilmer > 
Craddock, Jr. 

Percy N. Bur- 
ton, Craddock- 
Terry president, nar 
had announced SUMNER C. KOCH 
Koch’s retirement at the com- 
pany’s fall sales conference. He 
paid tribute to the retiring trav- 
eler, saying that Koch's un- 
usual success as a salesman pre- 
sents a real challenge to the young 


people of the company. Burton 
made a gift presentation to Koch 
at the dinner. 

Koch is well known in Iowa. He 
makes his home in Le Mars, Iowa. 
He has long been active in Ma- 
sonic affairs and is presently 
grand commander of the Grand 
Commandery of Knights Templar, 
State of Iowa. While with Natural 
Bridge, Koch traveled the states 
of Iowa, Nebraska, North and 
South Dakota, Minnesota and Wis- 
consin and part of Canada. 


‘Dedicated’ travelers 


In a letter from NSTA to shoe 
retailers attending several re- 
gional fall markets, NSTA mem- 
bers are described as “men dedi- 
cated to the shoe industry, the li- 
aison between the shoe manufac- 
turer and the retailer. 

“They are men trained to assist 
you in planning promotions, ad- 
vertising, displays, etc. These 
members realize their job is only 
half done after they sell you. The 
other part of their job is to show 
you how to merchandise profitably 
the shoes sold by them,” the letter 
says. 

“NSTA members know their 
merchandise. They also know the 
styles and types best suitea for 
your store. They are men who 
have a vital interest in your prob- 
lems. If taken into your confi- 
dence, they can help you solve 
these problems. NSTA members 
are the men who sponsor regional 
shoe shows and tailor them to the 
needs of the merchants in the 
area they serve.” 


On the job again 


Back on his rounds in Missis- 
sippi and Alabama after recover- 
ing from a heart attack he suf- 


News and notes for this page should 
be sent to: Mrs. Vivian C. Anderson, 
Salesmen on the Road Dept., 995 Lom- 
bardi Lane, Lakewood 15, Colorado. 
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Where to Buy 





JOBS 


JOBS 





Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 

















BOX HANDLERS 


ORTHOPEDIC FOOTWEAR 





LONG ARM* 
(Pe of tenant ete 
nmr me Awe Late 


right side up —" 


Empties 


upside down 








on high shelves are 
quickly, easily, sofely 
hondied with Long Arms. ] ee 
No climbing, no falls. 

Long Arms with handles 24", 36", 48", 60", 
$3.95: with 72° handles, $4.95. Postage prepaid 
in USA. Order now—prompt shipment. Your 
wholesaler or 














CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


fered last November is Al Hymel, 
of New Orleans, a traveler for 
Freeman Shoe Corp. Hymel has 
been Freeman’s sales representa- 
tive in the Deep South for 13 
years. 


A motto for travelers 


We saw a motto in a rear win- 
dow of a car parked in front of a 
shoe store in Colorado Springs, 
Colo. It read, “Don’t Make Ex- 
cuses—Make Good!” The car also 
bore the NSTA emblem. 


Retailer takes to road 


O. Ray Brown, who operated a 
retail shoe store in southern IIli- 
nois for many years, closed out 
his store several months ago and 
has moved west of the Missis- 
sippi, taking to the road for J. W. 
Carter Co., Nashville, Tenn. Lo- 
cated in Missouri very close to the 
Arkansas line, he has taken over 


May 15, 196! 











A MODERN CORRECTIVE 
SHOE FOR EVERY 
Orthopedic NEED 

TARSO SUPINATOR® 








You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’$2 


M. K. WEIL 


Shoe Company 


1215 Washington Ave. 
$t. Lovis 3, Missouri 


eadquarters For 


CANCELLATION 
STORES 


Quolity Brands 
Largest Stocks 


Fine tothiinne 


Lowest Prices 


All Price Ranges 














the Carter line representation in 
the state of Arkansas. 


It’s a third boy 


Dan Kole of Guild Moccasins, 
Mountain States Shoe Travelers 
prexy, received congratulations 


MOSINGER-COHN 


CE 1-6747 
during the fall market in Denver 
not only on his new fall line 
of mocs but on his own addi- 
tion to his line of boys. Jace 
Howard Kole was born April 19, 
weighing in at 6 lb., 4 oz. Jace’s 
brothers are Kraig, 12, and Flip, 9. 
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Wanted to Purchase 





Write or wire for fast ee 
women's end children's shoes 


+ Fostmene FOR OVER 46 YEARS 


MOSINGER -COHN 


Phone CE 1-6747 





WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CC., INC., 269 FULTON AVE., HEMPSTEAD, L. i., N. Y. 
Max L. Meltzer, Pres. Ivanhoe |-9630 

















M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Phone or Wire Collect 


137 West 8'dwe New York City 
Tel. a 3-0141-2 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 

















KELLY PAYS TOP PRICES 
CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 








FOR CLOSE-OUTS of B >. © - > «— 


MEN'S, WOMEN’S and 
CHILDREN’S SHOES 
Complete Stocks and 


Stores Solicited 
At All Times. 


SHOE CO 











FACTORY 
MANAGEMENT 











HEVERLE and HAY 


121 Nerth Broad Street 
Philadelphia, Pa. 


Specialists in Leather Saving, cutting 
control, and all shoe management 


problems. 








B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS = 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 


YOUR NAME PROTECTED Hf 
B.&R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 
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WANTED TO PURCHASE 


WISH TO ACQUIRE 


Majority interest in manufacturer 
of children’s shoes. Preferably with 
accepted brand name. Two exec- 
utives with substantial marketing 
experience are in position to pur- 
chase established firm with net 
worth to one million. Present man- 
agement can be retained. Your reply 
will be treated with confidence. 
Reply to Box 887, BOOT and SHOE RECORDER 
Chestnut & Séth Streets, Philadelphia 39, Penna. 

















WANTED, DAMAGED, REJECTED, 
WORN SHOES, “as is” eonditions. All types. 
Regular purchaser. Max Newman, 1348 South 
Street, Philadelphia, Pa., KI 5-9766. 





MANUFACTURERS ONLY Wanted 
men's, children’s, ladies’ single shoes (odds) 
from factories, any style or quantities “as is” 
condition. Manufacturers only, reply. Please, no 
dealers. Constant buyers. Max Newman, 1348 
South Street, Philadelphia, Pa. Kingsley $-9766 





MAILING LIST 


65,000 LIVE NAMES~Guaranteed BUY 
ERS OF SPECIALTY WOMEN’S Dress-Play 
shoes through mail order. Dean, Haddonfield 
Post Office, New Jersey. 








MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 

Ideas that will 
help you get 


real results! 











VINCENT EDWARDS & CO. 
Wertd’s Largest Advertising Service Organization 
342 Medison Ave., New York City 


Please tell me more about your news- 
mine 
NR iacccssascaesinstinia stibiobetatosn wocneconnnestene 


Fence ee ee eer enone eeseenes 
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Classified and Want Ads 











HELP WANTED 





SALESMAN WANTED FOR QUALITY 
LINE JUVENILE SHOES CARRIED IN 
STOCK. Childs—-Misses—Gents—G. Girls and 
Boys genuine Goodyear Welts and Cements. 
All widths. Territory: 1. Illinois, Indiana, Wis- 
consin.and Michigan. 2. Pennsylvania, Virginia, 
West Virginia and Kentucky. Apply to Mr. 
William A. Gaynor, Sales Manager, 603 Dun- 
dalk Avenue, Baltimore, Maryland. 





DESIGNER, PATTERN MAKER FOR 
CALIFORNIA SLIP-LASTED WOMEN’S 
AND MEN’S LEATHER AND FABRIC 
shoes. Excellent pay and working conditions. 
Factory located in So. Norwalk, Conn. Send 
resume of experience, availability and salary 
requirements. Reply to Box 873, Boot anxp 
Snore Recorper, Chestnut & Sé6th Streets, Phila- 
delphia 39, Penna. 





PACKING ROOM FOREMAN FOR HIGH 

UALITY LADIES SHOES. SEEKING 

OP NOTCH FOREMAN WHO CAN RUN 
ROOM efficiently and economically while main- 
taining excellent quality. Foreman must be able 
to train repairers and other packing room skills. 
Excellent opportunity. Replies confidential. Reply 
to Box 884, Boor ann Snore Reconper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 





BUYER WANTED 








BUYER 


For All Findings 
WANTED 


SIDELINE SALESMEN 
WANTED 


OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 


SEABOARD WATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 

















SALESMAN TO DISTRIBUTE NATION.- 
ALLY ADVERTISED $11.95 retailers. John 
nie Walker shoes for men. Many territories 
available. Modern Shoe Co., 1201 Washington, 
St. Louis, Mo. 





FOOT SOX MANUFACTURING HAS 
OPENING FOR SIDELINE MEN: FAST 
MOVING LOWEST PRICED foot covers to 
wholesalers and _ retailers. Pocket samples. 
Sample orders to dealers, stores, gladly sub- 
mitted. Best commission. All letters answered 
Replies confidential. Reply to Box 831, Boot 
axp Suoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Pa. 





ESTABLISHED MANUFACTURER WITH 
NEW, ATTRACTIVE, ECONOMY LINE. 
Over 1,000 existing accounts; Backed by na- 
tional promotion. Choice territories available 
Please state particulars. Reply to Box 885, 
Boot ano Snowe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 








by New York Main Office of n 
with multiple operations. Excellent op- 
portunity for thoroughly experienced 
mon. Send application with full details, 
background, and salary requirements. 
Strictly confidential. Box 739, 150! 
B'way, New York 36, N. Y. 














SALESMEN WANTED 





SALES REPRESENTATION WANTED, 
WEST COAST, CHICAGO AREA, PHILA 
DELPHIA, AND WASHINGTON, D. C., for 
stock and make up line of women’s dress, 
women's and growing girls orthopedics, nurses 
and professional duty shoes, and conductive 
footwear for doctors and nurses. Straight 7% 
commission basis. Write Antioch Shoe Com 
pany, Goffstown, N. H. 


FOR SALE 


ADULT AND CHILDREN ORTHOPEDIC 
SHOES: ESTABLISHED TWENTY YEARS. 
Customer List. Located Northern Ohio. Four 
county area. Owner will finance. Selling on ac- 
count of death. Reply to Bess N. Courtney, 
— 621 Market Avenue, North Canton, 

io. 











EVERGREEN PARK FAMILY SHOE 
STORE ESTABLISHED 12 YEARS. Widow 
must sacrifice. Call GA 2-6426. Knight's Shoe 
Store, 3147 West 95th Street, Evergreen Park, 
Illinois. 


SIDE-LINE SALESMAN 


© Oregon & Washington; Tennessee & 
Kentucky; Virginia 

© Children’s OLD PALS in-stock line 

© $3.95 & $4.95 Retail 

© 2 Sample Cases—6% Commission 

All replies strictly confidential 


Write complete details to 


S. T. LEVIN, GODMAN SHOE CO. 


COLUMBUS, OHIO 














REPRESENTATIVES 
WANTED 


REPRESENTATIVES WANTED TO SELL 
A NATIONALLY ADVERTISED LINE OF 
$4, $5 and $6 nurses’ oxfords. Large volume, 
liberal commissions. The following territories 
still open: New England, Florida, Arkansas, 
Oklahoma, New Mexico, Arizona, Iowa, Min- 
nesota, Virginia and West Virginia. Give full 
details. Reply to Box 862, Boot anp Snore Re- 
corper, Chestnut & 56th Streets, Philadelphia 
39, Penna. 








REPRESENTATIVE TO CARRY TOP 
LINE OF INFANTS’ slippers as sideline. Al! 
territories open. Liberal commission basis. Reply 
to Box 886, Boot anp Snore Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 
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THE LAST WORD 


He got clipped 

In World War II, a Canadian re- 
cruit was found to have all the 
nails of his feet growing com- 
pletely over the ends of his toes, 
curving like a cat’s claw. He said 
that he had been born and raised in 
the bush country of northern On- 
tario and had always worn mocca- 
sins in winter and soft rubber 
boots the rest of the time. He 
claimed that, with such soft foot- 
wear, the hard nails protected his 
toes. 





Dog shoes 

At the American Air Base in 
Landstuhl, Germany, German 
Shepherd dogs go with the guards 
at the base on all their rounds. This 
guard duty takes both men and 
dogs along miles of rough concrete 
runways. It doesn’t take much of 
this kind of traveling to cut and 
tear the dogs’ feet until they aren’t 
able to keep going. In fact most of 
the 65 dogs at the base were on 
sick call most of the time because 
of sore feet. 

So the Air Force decided to shoe 
the dogs. The shoes are leather 
and lace up the sides. They come 
in three sizes, small, medium, large. 
They are low-top for German Shep- 
herds but hip high for Dachshunds. 

At first the dogs were awkward 
in shoes but they soon learned to 
walk and run just as well as bare- 
foot. 


New note struck 


In the repertoire of a band 
known as the First Percussion Sex- 
tet is “A Day at the United Na- 
tions,” which features one of the 
members of the band pounding on 
a table with a shoe 4 la Nikita. 


Statistical note 

A woman flexes her foot at least 
6000 times a day walking, sitting 
and changing position, according to 
the National Shoe Fabric Assn. 


Footnote to history 


Wellington may have won the 
battle of Waterloo but what he 
really did for England was invent 
the Wellington boot. 
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ADVERTISERS 
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This index is p as co co 


Acme Boot Company, Inc. 26 
Altschul, Julius, Inc. . 74 
Amer, William, Company 
American Girl Shoe 2 
American Shoemaking Directory 
Armstrong Cork Company 16 
Avon Sole Company 17 


B & R Shoe Company ee 
Baris Shoe Company 

Bata Shoe Company 43 
Beebe Rubber Company . 40 
Berned Shoe Company 77 
Bonded Fibers, Inc. 82 


C.1.C. Machinery Inc. .. 89 
Camitta Shoe Co. ... 94 
Carter, J. W., Company 76 
Clarks of England . . 80 
Conseil National du Cuir ..... 18 


Danskin, Inc. 


Eby Shoe Corporation 
Edwards Shoes Inc. 
Edw ards, Vincent, Company 


Frye, John A., Shoe Company 
Inc. 


Goffin, Seth, Shoes, Inc. 
Gardiner Shoe Co., Inc. 
General Tire & Rubber 
Company, The 
Gerberich-Payne Shoe Co. 89 


| Gilbert Shoe Co., The . 


Goding Boots, Inc. 72 
Godman Shoe Co. 81, 85 
Goodyear Tire and Rubber 
Company 6,7 
Green Shoe Mfg. Co. Back Cover 
Gro-Rite Shoe Company, Inc. 85 
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Heverle and Hay 94 
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International Leather Week 18 
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Jarman Shoe Company .. 33 
Jenkins, George O., Co. 

Johnson's Wax ... ail 
Juvenile Shoe Corporation of 


America ........ si 


Kaysam Corporation of America 58 
Keith, George E., Company 9 
Kelly Sales, Inc. 94 
Kepner, C. D., Leather 

Company 


Leather Industries of America 
Long Arm 


Marbon Chemical Division of 
Borg-Warner 


Markell, M. J., Shoe Co. 
Martin Fabrics Corporation 
Mosinger-Cohn Shoe Co. 
Mutual Shoe Sales Company 


Naugatuck Chemical Division of 
United States Rubber Com- 


pany 38 
Norman Industries, Inc. 59 


Por Steel Products 77 
Phillips-Premier Corporation 25 


Quoddy Moccasins 85 


Ripple Sole Corp. 40 
Romito-Donnelly Corporation 86 
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Rubin, Irvin 
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Step Master Shoes, Inc. 37 
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Today’s most wanted soft crushed leather .. . Kiddy Kat, for women’s 
glove-soft casuals with that sought after shrunken crushed look. Soft to the touch and subtle to the eye, 
Kiddy Kat is made in all the right fashion colors — one of the many new wonderful leathers by Irving. 


AIL \F 


a One i 
B ome , v oid Cais mie oh. . ey ve . 6 = 

Irving Tannin pmpany 134-140 Beach Street, E Oston"ls Massachusetts 
EXPORT DEPARTMENT: 60 SOUTH ST., BOSTON 11, MASSACHUSETTS . 








